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I, answer to numerous requests from advertising agencies and manufacturers, 


Paramount Pictures Inc. announces the opening of their Industrial Film Division. 


A newly created staff of merchandising veterans who understand your 








selling problems, plus the limitless experience of the men who for 25 years 
have been creating the world’s greatest entertainment, brings to the business 


screen a sales opportunity never before possible. 


Is a cartoon your best medium? Or should it be a Technicolor short 
with a live cast? Where to get an entertaining, punchy script? Shall the picture 
be made in Hollywood, New York, or on location? Whatever your problem — 
Paramount, and the whole world-wide Paramount organization,stands ready to 
answer it...and Paramount vows what Mr. and Mrs. America want to see in 


motion pictures. 
Call for a representative and discover what Paramount can do for you. 


He’ll arrange a private screening for you of some recent Paramount Produc- 


tions. There is no obligation. 


ne Serge © Sam 
i MA. PARAMOUNT Al the way! 


PARAMOUNT PICTURES INC. ¢ 1501 BROADWAY. NEW YORK ciTY * INDUSTRIAL FILM DIVISION 

































FILMOSOUND “ACADEMY” isthe sameas FILMOSOUND “MASTER.”’ A powerful 16 
the “Commercial” except that (1) it is in) mm. sound film projector for serving larger 
two cases, one enclosing the projector for audiences. Offers the wide range of services 
quiet operation, and (2) it projects both of the “Utility,” plus even greater audience- 
sound and silent film. Complete, only $298 handling capacity. Price. . . . . . $410 
FILMOSOUND “UTILITY” offers all the features of the “Academy” plus greater 
picture illumination, greater maximum sound volume, clutch permitting still picture 
projection, and reverse lever for repeating sequences. Complete, now only . . $369 





a 


FILMOSOUND “AUDITORIUM.”’ Combines ready porta- 
bility with capacity to serve very large audiences. 1200- 
watt lamp. Either one or two projectors are controlled 
from panel on amplifier—instantaneous changeover to 
avoid program interruptions. From. ..... . . $875 


PRECISION-MAODE 


BELL & HOW 








FILMOSOUND “COMMERCIAL” (/eft). Those who show your business film will 
appreciate this compact, single-case Filmosound for office, salesroom, hotel 
room, or medium-sized auditorium. It is easy to carry, and easy to set up, too. 
No fuss, delay, or embarrassing complexities. Has 750-watt lamp, powerful 
amplifier, 1600-foot film capacity, speaker-hiss eliminator, “floating film’ pro- 
tection, and provision for using microphone or phonograph turntable. Quantity 
production and simplified controls make possible its new “bargain’’ price. 
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Here’s Why You Need Filmosound Quality 


HEN you select projectors to show your business film, consider 

the task they must perform. They must project brilliant, flicker- 
less pictures and reproduce sound faithfully and without distortion 
from tiny 16 millimeter film which races through the projector at a 
rate of 24 pictures every second! Your projectors must protect the 
delicate film from scratching and wear, must be easy to use, must 
make a showmanlike presentation every time. 

These—and many more—are “musts” best met by Filmosounds, 
made by the makers of preferred Hollywood cinemachinery, and the 
choice of such leading business film users as Chrysler, Ford, General 
Motors, and hundreds of others. 

There are many 16 mm. Filmosounds. Each serves certain needs best. 
Most have been recently reduced in price. All are of one quality—the 
finest! Mail coupon for details. Bell & Howell Company, Chicago, 
New York, Hollywood, London. Established 1907. 


FILMOARC provides MAIL COUPON FOR DETAILS 


the ultimate in screen 
brilliance and sound 
volume in largest audi- 
toriums. Yet it is sim- 
ple to operate because 
of automatic carbon 
feed, centralized con- 
trols, and mistake- 
proof connections. 
Priced from . . $1500 


ELL 


BELL & HOWELL COMPANY BS NO 
18C8 Larchmont Ave., Chicago, III. 

Send details on 16 mm. Filmosounds for business use. 
Interested in models: ( ) Commercial; ( ) Academy; 
( ) Utility; ( ) Master; ( ) Auditorium; ( ) Filmoarc. 


Name 


Company 


Address 
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PERMANENTLY ATTACHED REEL ARMS FOR 

QUICK SETUP Reel Arms permanently at- 

tached; merely swivel into position for \ 
instant use. Accompanying belts, always \ 
attached, swing directly into position. 








\ 
1000 WATT ILLUMINATION PROVIDED 
Amprosound Models XA, YA and YSA 
are approved by the Underwriters’ Lab- 
oratories for 1000 Watt Lamps. A 750 





Watt Lamp is normally furnished as \ 
standard equipment but can be inter- 
changed with 1000 Watt Lamps. Re- \ 
flector and Condenser lenses are mount- \ 
ed on front cover for quick cleaning \ 
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SOUND OPTICAL SYSTEM 


The light from the exciter 
famp is projected directly 
and optically onto the 
photo cell without the 
losses or distortions nor- 
mally encountered when 
mirror, prism, or me- 
chanical slit is used. 


OTHER AMPRO FEATURES 


The new Amprosound Models “XA,” “YA and 
“YSA" which list at $275, $295 and $320, re- 
spectively also offer you: Convenient operation 
with all controls centralized on one illuminated 
panel; such extreme quietness that a sound-proof 
case is not required; threading as simple as on a 
silent projector; and the fastest of automatic re- 
winding without the slightest damage to film. 
Send coupon for full details. 










Only Ampro 
gives you 
all these 
Features 
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PRECISION CINE EQUIPMENT 


iddress 


Ampro Corp., 2839 WN. Western Ave., Chicago, III 











5. NCHRONITER 


finely balanced fly-wheel, 
airplane type grease sealed ball bearings, 
patented film guides. 


and Ampro's 
Curved film guides placed before and 
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SOUND LOOP SYNCHRONIZER Permits perfect 
synchronization of picture and sound by 
the exact forming of sound. 
is eliminated. Resetting of sound loop 
accomplished without stopping projector 
when loop is lost through faulty film 
and without damage to the film. 


Guesswork 


SMOOTH SOUND ENTIRELY FREE FROM 
The Ampro “SOUND” is free from 
“WAVER AND DISTORTION” due to its 


the sound drum and sound 


CLAW MOVEMENT 


FILM PROTECTION — TRIPLE 
CLAW ACTION FOR MOVING 
FILM A triple claw is used 
for moving film, engaging 
three sprocket holes simul- 
taneously. Film with twe 
adjacent torn holes can be 
successfully used. Ampro 
patented “kick-back” move- 
ment lifts the claws from 
the sprocket holes before 
withdrawing, eliminating 
film wear. Take-up com- 
pensator prevents starting 
strain, 

The light pressures ap- 
plied to the film at the 
aperture gate and sound 
head greatly increases film 
life. 


SEND FOR CATALOG 


Send for the new 1940 Ampro 
catalog giving full particulars on 
the complete line of 16mm. si- 
lent and sound projectors. 


Please send me the new 1940 Ampro Catalog. 1 


particularly interested in: 
New Amprosound Models “XA,” “YA" and “YSA”™. 
Ampro l6mm., Silent and Convertible to Sound Projectors. 
All Ampro l6émm. Sound Projectors, including Ampro-Are. 
Ampro l6mm. Continuous Projectors for Displays— 


World's Fair and Convention Exhibits). 
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sprocket prevent the film from flapping. 
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SO—You “Can't Afford” 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Bethlehem Steel Company 

Black & Decker Manufacturing Company 
Cadillac Motor Car Division 
of General Motors Corp. 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 

Congoleum-Nairn, Inc. 
Dictaphone Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 
U. S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 








a Motion Picture! 


Ww. an advertiser and his agency decide to 
stake a sizable proportion of a year’s advertis- 


ing appropriation on a motion picture—that's news! 





And when so bold a stroke brings an immedi- 
ate step-up in sales—plus the hearty cooperation of 
leading distributors from coast to coast — that's a 


tip no other manufacturer can afford to miss! 


Says S. M. Babson, Sales Manager of The Bates 
Manufacturing Company: “Our new movie, ‘It's the 
Little Things That Count,’ has been received with 


an acclaim even beyond our fondest hopes.” 


Say jobbers and dealers —in scores of unsolic- 
ited letters of congratulation: “The finest piece of 
salesmanship it has ever been our pleasure to wit- 
ness.”..."Truly a dramatic contribution to sales 
education.”... “Tied right in with our problems.” 
..-“It has prompted us to change our merchandising 


plans on Bates Products.” 


Write us for free leaflet descriptive of this film, 
and an up-to-the-minute story of results. Better yet, 
arrange to see the picture — either in our local pro- 


jection rooms or at your general offices. 














CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue ¢« Tel. CIrcle 7-6112 
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NEWS 
OF THE 


@Wer Mopestty ACKNOWLEDGE our 
editorial pleasure that Business 
Screen’s suggestion and prediction 
regarding the use of films before 
studio broadcast audiences (made 
over a year ago) is now an active 
reality with almost nightly film 
showings in New York’s well-at- 
tended radio theatres. Lucky Strike, 
Chesterfield and DuPont are among 
those who are presenting commer- 
cial films to the audiences at their 
respective broadcasts. (See Pages 
14 and 15). Incidentally, an Esso 
Marketers dealer show held in Phil- 
adelphia last year was one of the 
earliest combined efforts in this 
direction. 


Coming Attractions: 

* The showing of sponsored short 
films and screen ads in more than 
half of the nation’s theatres is an 
important part of the business of 
commercial fims. The added fact 
that excellent subject matter of an 
entertaining or educational nature 
may enjoy acceptance in fully three- 
fourths of the 17,000 U. S. cinemas. 
that it may thus “outsell” the non- 
sponsored Hollywood short product 
for which theatre owners must pay 
rental fees makes this a subject 
which advertising and sales execu- 
tives are finding increasingly in- 
teresting. 


Plentiful material, interested audi 
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ences keenly aware of the educa- 
tional benefits of well-made exposi- 
tory “shorts” and a real need on 
the part of advertising for such 
informative and institutional cam- 
paigning to satisfy consumer inter- 
est are other factors of importance. 

Two years of close study of this 
phase of the medium and a grad- 
ual accumulation of some val- 
uable documentary clues to its 
present and past organization, re- 
sults and an evaluation of its 
potential development will bring 
about an authoritative section in 
the forthcoming issue of Business 
Screen. 

{lso: New and Due: A technical 
and general discussion of the vari- 
ous phases of animation together 
with explanatory illustrations will 


be a closely allied feature with the 


above. Cartoon animation as well 
as the art of technical animation 
will be discussed. 

The film’s service in Health and 
Safety Education followed by sur- 
vey of the use of films by insurance 
firms throughout the country will be 
an additional first rate story. A final 
phase of Business Screen’s editorial 
coverage of the Metals Industry will 


be published. 


{voiding Title Duplication: 


* Pat Dowling makes the valuable 


hg WAS OUR pleasure and privilege to address the member- 
ship of the Peoria Advertising and Selling Club on April 8th 
and to present a very rough first installment of what we eventually 


hope will be our Cavalcade of Industrial Films. In expressing our 
appreciation for the very fine turnout we might also add that this 


“noble experiment” has been of 


as an exceptional center of industrial 





real benefit in showing us the 
tremendous job of education to be done. 


Peoria may be classed 
(Please turn to Page 33) 
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Cover: “Juicer” from “In Pictures” by Will Connell 
Syndicate Pictures Provide Films for All 1] 
You Can Talk All You Want To, But ; 33 
Studio Audiences See Motion Pictures . 14 
Television Presents Sponsored Films 16 


PREVUE SECTION: 


Pages of Reviews 


America First in Films 17 
Slidefilms of the Month 19 
Office Equipment Salesmen Learn With Films 20 
Film Realism Tells Metals Place in Industry 21 
New Equipment and News of the Industry 28 


@ Business Screen Magazine, issued by Business Screen Magazines, Inc., 20 North 


Wacker Drive, Chicago, on May 
I 


C. Danielson; Robert Seymour, 


1940. Editor, O. H. Coelln, Jr.; 


Associates, 
Jr. New York offices: Chanin Building, 


Phone Murray Hill 4-1054. Acceptance under the Act of June 5, 1934, authorized 
February 20, 1939. Issued 8 times annually—plus 4 special numbers (not cir- 


culated in the business field). Subscription $2.00 for 8 numbers. 
50ce the copy. Publishers are not 
unless accompanied by stamped, 


right, 1940, by Business Screen 


Foreign: $3.00. 


responsible for the return of unsolicited m.s. 
self-addressed envelope. Entire contents Copy- 
Magazines, Inc. Trademark Reg. U 


S. Patent 


Office. Application for entry as second-class matter is pending. 


suggestion that Business Screen act 
as a clearing house for indexing 
main titles to industrial films of 
the past five or six years. We've 
already made progress in this direc- 
tion by cataloging many hundreds 
of recent industrial productions. 
Formal organization of this pro- 
gram will now be undertaken im- 
mediately and a published list made 
available for the benefit of film pro- 
ducers in as short a time as possible. 


What Price Ideas? 

One of the really bad practices 
in the commercial film business 
is the commonly violated rule 
about submitting scenarios and com- 
plete picture scripts to prospective 
clients. The sponsor cannot be 
blamed for encouraging this service. 
but those who use the medium 


should realize that the producer 


who supplies such weeks of research 
and untold hours of writing talent 
necessary to adequately interpret 
the average business problem into 
a fim story is going to get his money 
back somewhere. The client may 
even accept the idea that the price 
of his own picture includes such 
costs but what about the four or five 
previous assignments the producer 
may have missed? Who pays for 
those? 

Let’s cut this out and make it pos- 
sible for the producer who has 
had to “give away” talent and ideas 
to achieve efficiency and economy 
in picture budgets. Let’s stamp those 
who continue this practice as un- 
willing to contribute to the general 
good of the medium for the small 
added advantage which such false 
“charity” may earn them. Such a 


(Please turn to Page 32) 
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“Good Vi MW is the Lispos tlion of a Porson lo LKelurn 
to the Y lace Where He Has heen Well Yueated 4 


(U.S. SUPREME COURT) 


The disposition of our clientele to favor the Wilding organization with repeat 
business is confirmed by the fact that, for 29 of our customers, we have pro- 
duced 206 sound motion pictures totaling 556 reels. The summary below shows 


how these pictures and footage were distributed among members of the group. 





CLIENTS 2 PICTURES EACH REELS 
4 CRED ce ewes 3 PICTURES EACH ...... 27 REELS 
re 4 PICTURES EACH ...... 39 REELS 
& CATES «ae cee es 9 PICTURES EACH ...... 67 REELS 
@ CARNES ste ee ees 7 PICTURES EACH ...... 83 REELS 
C) aera a ae 2) rar 23 REELS 
Se he | ere 13 REELS 
Ro) ee ee RO PRED © whe es 25 REELS 
ee. ae ee ee 11 PICTURES ........ 31 REELS 
ae ee 3, yl) ee 45 REELS 
SRE 6 6 eww ees Rd PROM sc ee ee es 49 REELS 
ee ee yo Bo hl). Pe 44 REELS 
Bs Sa 29 PICTURES ........ 75 REELS 


Catering to a select clientéle 
Te . ° ° who ae. egg rth 
‘ i Ss 
Wilding Picture Productions, Ime. gp3,.cysersise count 
for Commercial Application. 
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‘ine pictures are rare... like fine tobaeeos, fine coffee! 


To bring this lovely model to life in a thousand salesrooms, Camera, Inc. lies a world of creative ability, of the 
to turn beauty into sales results, requires more than common sense of making sales out of eye-appeal, of 


studio technique and materials. Behind the camera at making the picture dollar pay its way for you—the sponsor. 


There is no obligation for consultation or consideration of your picture problem. 


7 > 
014 SOUTH MICHIGAN BLVD. C Gmerdad tre TELEPHONE WABASH 1353 
CHICAGO 
1OTION PICTURES @ SLIDE FILMS) e@ ILLUSTRATIONS 6 PHOTO-MURALS 





“WE UNHESITATINGLY RECOMMEND 
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1 One of the most interesting films produced in the past 


year is “An Evening With Edgar Guest” which Jam 
Handy made for Household Finance Corporation. This 
film is being shown on Da-Lite Challenger screens 
the popular portable screen which can be set up in- 
stantly anywhere, yet folds compactly for easy 
carrying. 











Scene from “Bullet Proof’—a recent Jam 
Handy production for Frigidaire Division— 
General Motors Sales Corporation. It is 
shown here on a Da-Lite Model B hanging 
screen. 





Like Mr. Jamison Handy, other prominent producers, distributors and 
users of business films specify and recommend Da-Lite screens for perfect 
projection. Da-Lite screens are the result of 31 years of specialized experience 
in sereen manufacture. They are available with White, Silver or Glass-Beaded 
surfaces and many types of mountings, including hanging screens, table models 
and the popular Da-Lite Challenger, to meet every requirement for efficient 
showing of motion pictures and slide films under all conditions of service. Ask 
your supplier about this quality line of projection sereens. Write for liter- 


ature now! 


DA-LITE SCREEN COMPANY, INC 


DEPT. 5-B 2723 NORTH CRAWFORD AVENUE CHICAGO, ILLINOIS 





An effective personnel training film is “In 
Your Mirror” which Jam Handy has recently 
completed for Procter and Gamble Company. 
It is shown here on the Da-Lite Challenger 
Screen. The Challenger consists of Glass-Beaded 
fabric, spring-roller-mounted in a metal case 


to which a tripod is permanently and pivotally 


attached. | The Challenger te the only. tripod -Ttust Chowce of Leading Praoducen, Distitbutoy 
screen with square tubing to hold the case “HG 

rigidly aligned and the entire picture in perfect 

focus. Made in 12 sizes from 30” x 40” to C24tal bey of Guiiwess rasZiiZa 
70” x 94” inclusive. From $12.50 up. Slightly 

higher on the 








Pacific coast. 
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verheard in an 
an >D) 
advertising agency— 


(THIS IS AN ACTUAL CASE) 


“Joe, I don’t know what the devil we can recommend to my client. He’s got to do 
some advertising; competition is closing in on him. He has a limited number of 
prospects and flatly refuses to consider general media because of what he calls ‘waste 
circulation.’ A movie is the only thing that really fits his problem. But how in thunder 
can we rely on salesmen to show it? And where is all the dough for sound projec- 


tion equipment coming from?” 


“What’s his distribution?” 


“75 factory-owned branches. Here’s a map. You see they cover the country pretty 
thoroughly.” 


(To his secretary) “Miss Bonn, bring me the Modern map, please. (Turning to the 
other) Charlie, you’ve brought up a common problem and there’s one way to lick it. 
(Secretary unfolds map on table) Look at this.” 


“Well, what is it? It looks like it was drawn to parallel the client’s map.” 

“It is. It parallels the main distribution map of all big companies. It shows the 81 
points of Modern Talking Picture Service. At each one of those pins is a trained 
man with full equipment, ready to arrange for an auditorium, handle the film, put 
on the show. All the salesmen have to do is get their prospects in on a certain night 
and give them the whole and full story in one sitting. No equipment to lug around. 
No bother. No ‘waste circulation.’” 

“Say, that’s made-to-order for my client! I want to know more about this!” 


“Telephone CIrcle 6-o910 or write to 


mODERY 





TRADE-MARK REG. U S&S. PAT. OFF 


MODERN TALKING PICTURE SERVICE, Inc. 


9 Rockefeller Plaza, New York City 
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“Today,” declared the general sales manager of one 
of the automobile industry’s Big Three recently. 


“with highly competitive sales programs, it is 





pictures 


necessary to not only tell salesmen what to do but 
HOW to do it. In this respect I have found motion 


and slidefilms of inestimable value.” 
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HELPING THE SALESMAN WITH TRAINING FILMS 


@ “We Assure Ourse.ves.” declared a_na- 
tional sales executive recently, “that the con- 
sumers of our products get plenty of oppor- 
tunities to get acquainted with its merits through 
untold columns of national and local adver- 
tising. To my mind, the important and often- 
missing element in our selling programs, is 
that we fail to make certain that the sellers. 
our salesmen and dealers, are equally familiar 
with those merits and know how to tell them 
to the customer.” 

Again, many sales executives are asking them- 
selves. “how much is a good salesman worth?” 
The question deserves another, “how much did 
he cost?” The cost of a salesman must be 
measured in terms of non-productive training 
of months of non-productive field work or of 
unsuccessful selling. To those businesses 
obliged to cut short the period of primary 
training, an inexorable rule of turnover takes 


effect: secondary losses often take far greater 


toll in missed sales opportunities and offended 
prospects. 
Arrects ALL Types OF SELLING 

No business requiring salesmen, sales repre- 
sentatives or clerks can claim exemption from 
the responsibility of assuring their progress 
as well as its own results. Enough barriers 
exist in customer attitudes. economic and _politi- 
cal strife. and other unseen hazards to selling 
success without sending out an_ ill-equipped. 
poorly-trained salesman to do battle for business. 
But the problem of how much training and 
how much can be spent on it is not a simple 
one for the company working on a slim margin 
of profit. Nobody expects to give a dime store 
clerk a college education. 

The largest national business organizations 
have almost universally adopted visual pro- 
grams as the most satisfactory tools in the 
sales training field. Both motion pictures and 
slidefilms analyze products and prospects: pul 
into the minds of salesmen tried and tested for- 
mulae for selling success through eye and ear 
training. In agreement with noted psychologists. 
these business leaders declare that such visual 
training methods accomplish more results in 
a far shorter period of time than would be 
possible in any other way. One noted execu- 
tive. Richard H. Grant of General Motors Cor- 
poration, says “the greatest plan for putting 
ideas into men’s heads that ever came into 
selling!” 

Wat Do Visuat Procrams Cost? 


@ “Yes.” agrees the small manufacturer, “our 
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: oe FACE IN THE MIRROR: most recent ot 

general salesmen training programs. James 
Dunn stars as Ed Brooks, a typical salesman 
whose experiences drive home good selling 


principles that fit many types of business 








salesmen and jobbers’ agents could get a lot 
of good out of getting really acquainted with 
this company and with the principles of modern 
selling. But we're not in a class with those 
big fellows. We just couldn’t afford it.” 

To many in this classification the true cost 
of well-produced motion pictures. motion slide- 
films and slidefilms is a revelation. Organiza- 
tions with only two or three salesmen have 
profitably produced sound slidefilms. 

But not a single salesman need be without 
the benefits of modern sales training through 
visual selling films. Through the facilities of 
a half-dozen distributors, a library of out- 
standing motion pictures and slidefilms which 
covers practically every type of selling is avail- 
able for your training program at modest rental 
and sale prices. 

You Can Rent ExcCeLLent ProGRaMS 
* Lack of acquaintance with the medium need 
no longer stand in the way of its use. Before 
the sales meeting, at your sales convention, o1 
at the training class for sales clerks, either 
motion pictures or slidefilms may be presented 
at a minimum of expense. Such leaders as 
Richard C. Borden and Alvin Busse. Elmer 
Wheeler, Robert H. Nutt and many others are 
presented in sound motion pictures that combine 
intensive instruction with real inspiration. 

One recent motion picture, The Face in the 
Virror, indicates the general interest to be 
found in such subjects. This true-to-life comedy 
drama, presents likeable James Dunn in a 
typical day’s experiences which illustrate good 
and bad salesmanship. 

Ed Brooks. played by Dunn, is a good but 
happy-go-lucky salesman. His adventures on 
a day's shopping tour which includes a wide 
variety of purchases ranging from a new hat for 
himself to canned food for the dog bring home 
plenty of lessons in salesmanship, good and 
bad. The point which the picture drives home 
vividly is that the salesman who would improve 
himself must learn to look at himself in the 
mirror fearlessly and honestly, always with an 
attitude of “I wonder whether a buyer would 
buy from me?” The 28-minute picture is de- 
signed for retail schools. sales meetings and 
business conventions of all types and sizes. 

Not only are these general syndicated pro- 
grams most useful but a great many sales or- 
ganizations have made use of associational pro- 
grams sucn as the new series recently launched 
in the insurance field by the Institute of 


Life Insurance and (continued on next page) 
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A USEFUL GUIDE TO 
AVAILABLE FOR GENERAL 


humorous presentation on the 
mental attitude of a 
toward his job. (1) 


salesman 
, tailing. (1) 


How to Make a Sales Presentation 
Stay Presented: A 30-minute Bor- 
den & Busse instructive film on 
fundamentals of true salesman- 


man’s day off 


various sales 


fz 8 
ace (1) (1) Modern 


overcoming obstacles which lie ir 


the path of an order. (1) zation, 2900 


Persuasion Makes the World Go 
"Round: Analysis of five steps a y 
buyer’s mind takes before buyins 

especially valuable for 
whose orders are received after (4) 
period of negotiations 
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(Continued from the Previous Page) 
many other types of sponsored pictures such as 
Dictaphone’s Two Salesmen in Search of an 
Order, which is basically an advertising film 
but because of the sales lessons contained therein 
varying kinds of sales 


most useful to many 


organizations. The picture has been available 


on free loan from local Dictaphone ofhces. 


SYNDICATED SLIDEFILMS 
@ ILLUSTRATED and recorded sales lessons that 
pack many effective training points are con- 
tained in two representative series of syndicated 
sound slidefilm programs now available for 
Audivision, Ine. of New York 
City (Firing Line Films) and the R. L. Buck- 


ingham 


general use, 


Associates of Chicago (Step-U p-Sales 
Plan) are distributing the two series. 


* Firing-Line Films are action-edged, modern 
tools. Like other tools, they should be used 
with care and judgment. Merely showing the 
films to your salesmen will stimulate them and 
But that is not the 


way to reach a full measure of benefit from 


bring about improvements. 


them. 

Let's be sure we have the same understanding 
\ Firing-Line Film 
your men in the 
that’s 
your function, not ours. What the films will do. 
if you use them properly, will be: 


of the real purpose in view. 
is not intended to instruct 


exact methods of selling your products; 


First, stimulate your salesmen to think harder 
and straighter; 

Second, make them act more skilfully in 
handling their everyday problems; 

Third, develop more effective selling habits. 


[ ested Sellu rtignt) a istrales ne of 
That S to the point as the hero p» 
! mes ov na e, “Word Ma "1s ava 
t s | id affiliated lice) 





MOTION 
SALES TRAINING 


Sound Motion Pictures The Art of Selling: A dramatic Dictaphone film which presents 
eye M litis: presentation produced with R. H. the techniques of a good and a 
Beware of Mentalitis: A semi- Macy & Co. on sales methods ap- bad salesman. (3) 


plied to the specific field of re- 


The Face in the 


recent presentation 


Mirror: A very 


serves the faults and advantages of 


persons he meets (2) _ _— 7 
ship; charts course of a success- : : ‘ ‘ Sound Slide films 
ful sale. (1) a ee - of = (Filmstrips and Recorded Talk) 
. Order: ypica o sponsorec “— . - 

How to Remember Names and - ' ~# “a \ Firing Line Films: A syndicated 

. reels with general value is this . 
Faces: Presents Robert H. Nutt, series of sales lessons beginning 
memory expert, joins Borden & with “To Be a Winner,”’ et 
Busse in presenting technique of _ through various important phases 
remembering prospects names and Key to Sources of selling objections, ete. (4) 


Talking Picture 


How to Win a Sales Argument: Service, Inc., Nine Rocke- Six fundamental methods for giv- 
Another 30-minute Jorden & feller Plaza, New York City ing a selling point its greatest 
Busse reel shows the technique of and local licensees. | ilue. (1 


(2) The Jam 
Grand Blvd., 


Handy Organi- 
y | 
an and other | 





Detroit, Mict 
yrincipal cities. 
(3) Dictaphone Sales Corp, 
salesmen New York City. 


Audivision, 
Madison Avenue, 


Buckingham & 
ae 


Selling America: The precepts of Oty. 

Ben Franklin are applied to mod- (9) R. L. 
ern selling with truly inspira- Associa‘es, 
tional results in this general sales Drive, Chicago 
training picture. (2) 








PICTURES AND SLIDEFILMS 


PURPOSES 


Word Magic: Presents Elmer 
Wheeler, author of “Tested Sen- 
tences that Sell, in a training 
of a_sales- film which shows how to get re- 
which he ob- sults through proper verbal tech- 
nique. (1) 


How to Make a Sales Point Hit: 


How to Deliver a Sales Presenta- 
tion: 30-minute slidefilm illustrat- 
ing test principles of successful 
public speaking. (1) 


T'ow to Supervise Salesmen: 15- 
minute slidefilm presents & estab- 
Inc., 285 lished ways to handle salesmen; 
New York | changing sales manager from 
driver to leader. (1) 
Step-Up-Sales Plan: Syndicated 
series of sales training slidefilms 
complete with manuals, etce., for 
meetings. (5) 


Wacker 


Both the “Firing Line” and the “Step-Up” se- 
ries are furnished complete with considerable 
supplementary printed materials such as hand- 
books, plans, ete., and full 
instructions. 


testing meeting 
* An analysis of reports from more than a 
hundred companies using the Step-U p-Sales Plan 
as a basis for training salesmen on the basic 
principles of selling reveal that top-notch sales- 
men get just as much, if not more, out of the 
series of eight meetings, as do the men who are 
not big producers. The great variety of ways 
in which the program is being used successfully 
include: 

eight constructive 


1—-Conducting a series of 


meetings for salesmen of the company. 

2—Providing salesmen with a means for getting 

before jobber sales meetings for a series of 

showings and discussions as to how the 
principles presented can be applied to the 
company s products. 

>—Making available a practical sales training 
program for dealers and dealer-salesmen. 

1—A means for getting distributors active in 
doing an intensive job of training salesmen 
in their own organization as well as for 
dealers in their territories. 

5—Giving branch managers a sales training 
program they can conduct in a modern, ef- 
ficient way. 

6—Training retail sales people. 

7—Development of key men in the sales organ- 
ization by putting them in charge of con- 
ducting meetings as outlined in the Meeting 


Guides furnished with the Step-Up-Sales 


) 

Plan. 

Mr. Wheeler's cardinal points on speech that’s short and 
es. Particularly interesting to over-the-counter sales 





ble through the facilities of Modern Talking Picture 


s at modest rentals based on the size of the group, 
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RECENT and SIGNIFICANT NEWS EVENTS 
@ THe Annuat Report of Technicolor, Inc., 
and its subsidiary, Technicolor Motion Picture 
Corporation, made this month by Dr. Herbert 
T. Kalmus, revealed that shipments of Tech- 
nicolor positive prints in 1939 totalled 70,- 
126,156 feet. 

This compares with 66,720,237 feet in 1938, 
and is an increase of more than six-fold in six 
years, the 1934 figure being 11,564,771 feet. 

In 1939 Technicolor manufactured and 
shipped approximately 214 million feet of 35 
and 16 mm. release prints of industrial and 
advertising subjects for accounts which included 
many of the outstanding national advertisers. 
During the first two months of 1940 nearly as 
much footage of 16 mm. prints was manufac- 
tured and shipped as for the entire year of 
1939. 

* * * 

* News that the United States Film Service has 
failed to secure Congressional approval of its 
next year’s budget of $117,260 was received 
from Business Screen’s correspondent at the 
nation’s capital as this issue went to press. 
Through its widely publicized production of 
pictures such as The River, The Plough That 
Broke the Plains and the recent film, The Fight 
for Life, the agency apparently incurred the 
displeasure of anti-New Deal legislators. 

Through the efforts of Senator Henry F. 
Ashurst (Dem., Ariz.) an amendment cancelling 
a ruling of Secretary of Interior Harold L. 
Ickes regarding the charging of fees for taking 
motion pictures on the public domain was passed 
by the Senate. A charge of $500 a day has been 
levied by the Secretary’s order. 


* * * 


¢ A bronze plaque for the most effective insti- 
tutional motion picture produced in 1939 has 
been awarded to the Cleveland Railway Com- 
pany, according to an announcement by the 
C.1.T. Safety Foundation. This Foundation was 
established in 1936 by C.I.T. Corporation, na- 
tional automobile sales financing institution, and 
has made such an award annually since that 
time. 

The plaque was presented in Cleveland on 
April 20th by A. G. Rude, vice-president of 
C.LT. Corporation, in behalf of the Foundation, 
to Frank R. Hanrahan, president of the Cleve- 
land Railway Company, for their motion picture 
You Bet Your Life. A luncheon given by the 
Cleveland Safety Council at the Hotel Statler 
on that date paying tribute to all those who 
had a part in bringing to Cleveland the Na- 
tional Safety Council’s designation as the safest 
major city in 1939 was the occasion for the 
presentation of the C.1.T. Safety Foundation 
institutional motion picture plaque. 

All of the traffic safety institutional motion 
pictures produced in 1939 submitted for con- 
sideration with respect to the C.I.T. Safety 
Foundation’s annual award were judged as 
in the past by the Motion Picture Traffic Safety 
Committee. This award was won the year before 
by the Chevrolet Motor Division of General 
Motors Sales Corporation for their motion pic- 
ture Knights of the Highway. (See Page 24.) 






















“YOU CAN TALK ALL YOU WANT TO, BUT... 


the fact is, that half of what you have 


just said will never be remembered and a lot 
of the rest of it will never help those earnest 
salesmen of yours to get the results you expect 


of them.” 


That’s the conclusion which many a sales- 
manager is being obliged to accept in these 
crowded days of world-shaking economic and 
political events, of hectic advertising and pro- 
motional competition among all types of busi- 
ness for the consumer’s dollar and the dealer’s 
favor. All this competitive bargaining for the 
salesman’s attention is costly, but the failure 
of one of these laboriously trained representa- 
tives is even more so. 

There’s another important angle to consider: 
remember what happened to that valuable sug- 
gestion you made to your field managers for the 
benefit of local agents? Before it got to Keokuk. 
lowa, the fellow there heard the thing quite 
differently than you expressed it. And what 
did it mean to him? You couldn’t take him back 
through those years of your personal experi- 
ences in the field that made you the valuable 


executive you are today. You couldn't visualize 
























those typical scenes which would show him how 
you would have handled those tough birds in 
his territory. 

You couldn’t without going there unless you 
took that good idea, “froze” it into a living illus- 
tration enacted with perfect clarity in a film 
that got its meaning across, and then added to 
it the untold examples of successful selling that 
would turn the veriest order taker into a pretty 
fair salesman. There’s a lot of difference. as 
only you know sO well. 

The motion picture or slidefilm used for sales 
training or for the more general work of pro- 
motion to dealers and agents, etc., can do a lot 
more. It takes both’ product and maker into 
the mind of the prospect, as well as the sales- 
man (for many pictures must do double-duty), 
and offsets the disadvantages of distant and 
impersonal relations. Good faith in the company 
is a priceless heritage built by years of tradi- 
tion and customer relations. It is made easie1 


by the same films that make it possible for your 


salesmen to know and believe in the product 


you've asked them to sell. CG. #. €. 



































STUDIO 


SEE RADIO 





UDTENCES 


SPONSORS’ 


PICTURES 


Two years ago, the editors of “Business Screen” noted the possi- 


bilities of motion picture showings to radio studio audiences; 


reported that Esso Dealers o} 


{llegheny County, Pennsylvania, 


had attended the showing of the Marketers’ newest film, “Design 


for Power.” 


which preceded a studio broadcast of the famed 


Esso Reporter airshow before 1500 enthusiastic members o} the 


audience. The opportunity thus presented is now being realized 


by several national sponsors with current New York studio shows. 


We bring up the record in this review of the present situation. 


* Rapio’s popular version of the 
“hehind-the-scenes” glamor _ that 


crowds the sidewalks at movie 
premieres is the studio broadcast. 
Grown by its own impetus from a 
jealously-guarded privilege —_ac- 
corded the relatively small audi- 
ences who joined the sponsor in a 
glass-shielded cubicle to present-day 
attendances running up to several 
thousands at a single program, the 
studio broadcast now provides some 
interesting promotional oppor- 
tunities. 

To radio artists and producers 
these “life” shows often provide 
an atmosphere of spontaneity and 
warmth as well as adding a thea- 
trical quality to the entertainment 
that goes over well with the listen- 
So well, in fact. that 


have 


Ing audience. 


audience shows created a 


whole wave of programs of their 


own, Tops in popularity are the 
Major Bowes, Kay Kyser, Sunday 
Evening (Ford) and similar shows 
in which the presence of the seeing 
audience is indispensible to the en- 
joyment of the listener. 


OTHER AUDIENCE CHARACTERISTICS 
Tickets of 


broadcasts are very 


admission to these 
much at a 
premium and an element of pat- 
ronage is thus afforded the spon- 
sor which works out well in dealer 
relations and customer good will. 
The increasing popularity of these 


shows is attested by the construc- 


tion in Chicago and Hollywood of 
audience theatres, and the use in 
New York, 


other 


Detroit, Chicago and 
large 
where programs originate, of the 


metropolitan centers 
largest legitimate theatres. A recent 
CBS 
wrath of the fire 


show in Chicago drew the 


marshal when 
throngs overflowed the auditorium 
and crowded both stage and lobbies. 

The sponsor's advantage has been 
largely that of goodwill in the dis- 
tickets to this 
streamlined 


posal of modern 


vaudeville. Employee 
and dealer goodwill is also culti- 
vated by attendance at premieres of 
the Company’s new air show. In- 
formal additional entertainment is 
often provided to supplement the 
brief period during which the show 
is actually on the air. Not much ad- 
vertising other than an occasional 
stage banner can be attempted be- 
sides theannouncer’s “commercials.” 

Audiences are requested to arrive 
early so that when the program 
voes on the air everyone is seated 
and ready for the master of cere- 
monies sign for applause, ete. 
Doors open a half-hour early for 
these performances and are closed 
at least ten minutes before the zero 
hour. 


A NEW IDEA FOR SPONSORS 
* In the William Penn hotel ball- 
room at Pittsburgh. Pa.. 
azo Business Screen observed that 
Esso Marketers had something fresh 


two years 


Panorama showing audience, control rooms and stage at WGN’s Studio 1: 











; 


and original in the twin-showing of 
the new Esso motion picture, Design 
for Power, and the broadcast of the 
Esso Reporter radio program. The 
Esso 


attended the show thought so too as 


fifteen-hundred Dealers who 
attested by the audience figure and 
the enthusiastic reception accorded 
the program. 

Now at least three national spon- 
sors have successfully combined 
especially-produced motion pictures 
with studio shows playing to capac- 


New York City. 


The new development began with 


ity audiences in 
the showing of American Tobacco 
Company’s Story of Lucky Strike 
before audiences at the Hit Parade 
and Kay Kyser broadcasts, contin- 
ued with the showing of the Liggett 
& Mvyer’s (Chesterfield) T o- 
baccoland before audiences attend- 


film 


ing the Glenn Miller shows and has 
also been successful at the DuPont 
Cavalcade broadcasts. 

MANY ADVANTAGES APPARENT 
the 


sponsor are twofold. 


the 
The waiting 


Briefly. advantages to 
audience during the pre-broadcast 
period is provided with entertain- 
ment and the sponsor is assured of 
a fine institutional advertisement. 
Advertising executives do not hesi- 
tate to say that the movies would be 
a considerable drawing card in 
themselves. if one were needed. so 
there can be no thought of the audi- 
ences displeasure. 


The combined film-radio presen- 


This 578-seat modern theatre on Mic 








The 578-seat studio theatre of Radio Station In 
WGN, Chicago outlet for the Mutual Broadcast- 
ing System, is typical of the modern trend. 


Vew York, NBC 


tation also makes for more satisfac- 


tory program length and may 
dispense with the necessity of fur- 
nishing impromptu entertainment. 
Certainly no sponsor need feel the 
need of further advertising in order 
to get his money's worth for the 
cost of the theatre, etc. 

From the point-of-view of dealer 
showings, an entirely new field is 
opened up. Never before has the 
sponsor had a better opportunity to 


do an institutional job of improving 


audiences 


number 


many 
thousands at nightly broadcasts held in the 
Rockefeller Center studios and in_ theatres. is on the 


sponsored films as entertaining as 
The 


Story of Lucky Strike was regu- 


their popular radio shows. ° 


larlly plugged over the air by m. ce. 
Kay Kyser during showings at the 
New York World’s Fair last 
mer later during the 
Chesterfield’s 
premiered at 


sum- 
and studio 
showings. four-ree] 


film was Durham. 
N. C.. during a two-day showing at 
two local theatres. Half the popu- 
lation of Durham. more than 35.000 


persons- attended the free perform- 





“Tickets please” is the order of the day at studio shows. 


dealer relations and knowledge of 
The task could be ac- 
The 


educational and goodwill value of 


his product. 
complished in no better way. 


the full-length show attended by re- 
tailers and their families should be 
extremely valuable to any national 
merchandiser. 


WHAT TYPE OF FILMS? 


The two cigarette advertisers pre- 


senting current programs have 


« 


thigan Avenue in Chicago is thronged with 


Later it shown three 
week during the Glenn 
Miller broadcast at the: CBS radio 


theatre No. 3. 


ances. was 


nights a 


Tobaccoland is a news-featurette 
of the March of 


which portrays the life of the to- 


Timet character 


bacco farmer at home and in the 
fields. at the tobacco auction and 
attending the social events of his 
community. A trip through the 








{ Chicago NBC audience listens to the broad- 





cast and applauds enthusiastically as the shou 


air. Such audiences may see films. 


the 
A second and shorter film. 
tells 
hind the preparation of a typical 
Fred Waring The 


films offer a “full hour of entertain- 


Chesterfield also in 


script. 


plant is 


Pleasure Time. the story be 


broadcast. two 


ment.” 
AN OPPORTUNITY FOR SPONSORS 


* A brief survey of the opportuni- 


ties which await sponsors in this 
new field was undertaken by Busi 
ness Screen in Chicago. Although 
this idea is notably more successful 
for national advertisers at the 


points where major shows originate, 


it may be successfully done in al- 
most every city. even to the point of 
“piping in” the radio show by local 
rebroadcast, tying it up with local 
entertainment and the showing of a 
film print. 

In Chicago, for 
National Broadcasting 


(WMAQ-WENR) 


theatres. 


example, the 
( ompany 
has four studio 
The largest of these is the 
Studio A 
TOO 


350-seat which has ap 


proximately cuests a day at 


two shows. The beautiful new Stu- 
dio Theatre of WGN where Mutual 
network shows originate from Chi- 
cago has 578 seats. 

The Columbia Broadcasting Sys- 
tem and its local outlet. Station 
WBBM. has a modern studio thea- 
tre seating 300 and also frequently 
engages the Civic Opera House and 
theatres for larger 


other Chicago 


“personal appearance” shows. 


visitors who attend nightly broadcasts of outstanding MBS radio shows. 
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MOTION PICTURES 


By ROBERT SEYMOUR, Jr. 


@ CoINCIDENT with the opening of 
the RCA Exhibit at the New York 
World’s Fair on May 1, 1939, the 
National Broadcasting Company be- 
gan operation of their television 
W2XBS, on a 
basis of twenty-two hours per week 
for the benefit of at the 
exhibit and prospective buyers of 


station, scheduled 


“viewers 


sets in the Metropolitan area. On 
the twentieth of June. a new policy 
was put into effect which called for 
fifteen 
week of televising; this policy is 
still in effect. 

During the first month of opera- 


approximately hours per 


tion the programs consisted of an 
equal amount of motion picture and 
talent” The 
pictures were run in sequence from 


“live shows. motion 
a “mill” which consisted of govern- 
ment, navy, and commercial films, 
and several issues of the March of 
Time. There were two faults with 
this program; in the first place, for 
some reason, the television audience 
thought that film television was less 
amazing than live talent, there was 
that 
thing was being put over on them, 
and in this initial attempt of N.B.C. 


to promote television it was neces- 


a subconscious feeling some- 


sary to supply the audience with all 
possible proofs of the many facili- 


ties of television; in the second 
place, running the motion picture 
films from a “mill”, so that the 


same film was shown many times, 
caused a duplication that was an- 
noying to members of the audience 
who had seen the film before. Thus, 
Mr. Throbwicket, 
thought 
something phony about seeing the 


who had seen a 


film Tuesday. there was 


fhove, left) The modern nsole 
studios assoctated 
scope camera for 35mm wing 
lectrical wnpulses by the tconos 


r’s report 


msored films 


mciuNatHnad SCV Wi spe 


same thing again on Friday, and 
this tele- 
vision as something that had “ar- 
rived.” To this 
N.B.C’'s program department de- 


lessened his interest in 


combat feeling. 
vised a new schedule which called 
for only one-third of the program 
time to be devoted to motion 
pictures. 

Commercial pictures, which are 
shown on an average of one hour 
per week, stand well up on the rat- 
ing lists of the program department. 
N.B.C. sends to owners of sets in the 
listing area a return post card at- 
tached to the weekly program and 
the viewers are asked to evaluate the 
programs which they see. Commer- 


cial films rate between Fair and 
Good on this list with the longer 


films scoring much higher than 


short subjects; a good educational 
or entertaining commercial of about 
thirty minutes length often rates at 
Good, or better, comparing favor- 
ably with theatrical films. 
Technical qualifications of mo- 
tion pictures for television are little 
different from those which hold true 
for projection in any manner, with 
a few exceptions. Photography, in 
general, must be high key, with 
plenty of contrast. Darkness and 
lack of the 
screen still has too much tendency 
the viewer to think that 
something is wrong with his set; 
and there can be no doubt that the 
lighting system of the television re- 


contrast on 


to cause 


ceiver is a far cry from the are pro- 
jection of the typical theatre set-up. 
But when sound is considered it is 


quite the reverse; the television 
sound system has much _ higher 
er and (below) the control room at NBC’s 


with film telecasts; film projector focused on an 
Here the optical pictures are transformed 


shown. (Right) A typical NBC lis 


shown on recent programs 


television 


fidelity than the theatre sound sys- 
tem, and for this reason it is im- 
perative that the sound track be 
clean and well recorded; especially 
the celluloid 
shows must stand comparison with 
live talent programs which often 
precede or follow them. N.B.C. has 
found that 16 mm. films are gener- 
ally satisfactory, however, for 
utmost fidelity in sound and clarity 
of image, 35 mm. films are slightly 
preferable. 


so since sound on 


Naturally, the future possibilities 
of television on a permanent com- 
mercial basis depend on decisions 
of the Federal 
Commission. 


Communications 
By its recent about- 
tele- 
vision, even on a limited scale has 
been temporarily held up. 


face decision, commercial 


Chairman James Lawrence Fly, 
in a recent speech before the New 
York Advertising Club, explained 
the Commission’s position: “The 


difference between television and 
other major scientific developments 
is this: The 1905 jalloppy, the 


magic lantern, and the crystal sets 
can still work, but in television a 
major change will make the sets a 
doubtful 
If the Commission permits 


piece of furniture of 
value. 
television to be anchored down to 
present standards and the public 
buys those sets, no Commission and 
no national administration will ever 
have the guts to change them.” 
Other quarters maintain that, “A 
new industry is being throttled by a 
bureau 
power never granted by congress.” 


government exercising 
The general opinion seems to be 
that, however the solution, the situa- 
tion will clear up within the next 
few months. 

Advertisers who are turning their 
eyes to should 
the ways in 
medium be used. 


realize 
the 
are 


television 
various which 
can There 
three means of effectiveness which 
utilized in television: the 
unit, the studio program, 
and the televising of motion pic- 
Each of will have a 
definite place in the commercial 


can be 
mobile 
tures. these 


(Please turn to Page 34) 
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1940 DODGE D!IVISION FILM 
FEATURES "AMERICA FIRST" 


the closing of the United States Patent Boulder Dam, eloquent testimony 
Office!” was the declaration made 100 years ago to the viston of our country 


A PICTORIAL 
MEWSREEL OF 





% The wave of public sentiment for “America 
First” is making itself felt in current motion 
picture productions which, in turn, are making 
a real contribution to this national interest in 
American affairs. In this vein such films as the 
Chevrolet film Materials and the Anheuser-Busch 
picture Reflecting Our Confidence (Jam Handy). 
the new Republican National Committee movie. 
{ New Tomorrow, and the 1910 Dodge Divi- 
sion sound motion picture Land of the Free 
(Wilding Picture Productions) are outstanding. 


Land of the Free portrays “the inherent 
greatness and the steady progress of this coun- 
try ... it tells an important story in an interest- 
ing and thrilling manner.” The screen narrative 
tells of our national resources and public monu- 
ments, of the American pioneer spirit and its 
modern meanings. The growth of educational 
opportunity, of industrial progress and of scien- 
tific and social achievement is merged in a film 
of American progress now showing nationally. 


“Ballad for Americans ” 
x *k * 


* Since the recent musical premiere of 
the American musical poem, Ballad for 
4mericans, it has been suggested to the 
Ford Motor Company that this splendid 
and original musical work might well be 
the basic outline of an inspiring motion 
picture to be shown to schools and clubs. 

Played recently by the Ford Symphony 
on the Company's Sunday Evening Hour 
program, the work has received the en- 
thusiastic praise of musicians and the 
public generally. It describes in eloquent 
fashion the spirit and progress of Amer- 
ica since early colonial days. Lawrence 
Tibbett was the featured soloist. 











PREVUE = II 





The chairman of a town meeting (R 


Finance Committee film “A New 


hert Barrat) in the United Republican 


rrow,” faces his pioneer audience 


Addressed to the American People: 


Title: A New Tomorrow 
Sponsor: United Republican Finance 
Committee 
Producer: Wilding Picture Prod., Inc. 
* Now the sound motion picture 
has been assigned another task 
worthy of its ability to influence 
mass thinking. Before audiences 
throughout the land during the 
1940 campaign months, the Repub- 
lican National Committee will pre- 
sent this Wilding-produced  dra- 
matic film 4A New Tomorrow. 
Well-proven in its ability to 


bring home realistic truths and rea- 
son to mass audiences, the sound 
movie now takes part in the basic 
functions of our American polliti- 
cal system. Showings will be 
directed to voluntary audiences 
among Republican clubs, civic and 
social organizations of men and 
women voters and business meet- 
ings. It is the first campaign movie 
of 1940. Whatever its success, no 
one doubted the significance of the 
task which lies ahead. 
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Insuring Our National Progress: 


Title: American Portrait 
Sponsor: Institute of Life Insurance 
Producer: Wilding Picture Prod., Inc. 


* American Portrait, the second 
interpretive film production of the 
Institute of Life Insurance is now 
being viewed by life underwriters 
and agents throughout the country. 

The 25-minute sound picture pays 
tribute and is dedicated to “those 
soldiers of progress America’s 
salesmen.” 

Outlining the content and pur- 
pose of the film, Holgar Johnson. 
president of the Institute said: 
“American Portrait tells the story 





of improvements and better ways 
of life which have come into being 
during the past 100 years. It brings 
home the fact that. while inventive- 
ness and ingenuity created the im- 
provements, the force which brought 
them into widespread use has been 
American salesmanship. Improved 
commodities and services never 
have been quickly or universally 
ac cepted. They have had to be sold. 

“This new film deals with the 
experiences of the Smiths, a family 
of pioneer salesmen. It supplements 
Yours Truly, Ed Graham in 1940.” 


ortratt.” 


REPUBLICANS MAKE 
CAMPAIGN MOVIE 


® After five months of preparation, 
a dramatic, forceful motion pic- 
ture based on Abraham Lincoln’s 
ideals has been completed and will 
be exhibited to voters during the 
1940 Presidential campaign, it has 
been announced by F. Trubee Davi- 
son, former Assistant Secretary of 
War and chairman of the United 
Republican Finance Committee. 

The picture A New Tomorrow, 
was produced by the United Re- 
publican Finance Committee in 
cooperation with John Hamilton. 
Republican National Chairman, and 
the Research Bureau of the Re- 
publican National Committee. 

The picture takes 45 minutes to 
show and is produced both in 16- 
millimeter size for non-theatrical 
showing, and 35-millimeter size for 
theatrical exhibition. It will be 
shown to political clubs and civic. 
business, labor, patriotic, education- 
al and women’s organizations and 
many other groups. 

The United Republican Finance 
Committee made public the follow- 
ing summary of the picture: 

Dave Hathaway. an office-holder. 
makes a deal to get his town a road 
financed with public funds but de- 
cides after long consideration that 
the move is wrong because the road 





more films with national theme: 


isn’t needed. Meditating on Abra- 
ham Lincoln’s example to have 
“firmness in the right.” he goes 
home and makes an_ un-political 
speech before his fellow-citizens, 
telling them the story of a little 
valley and the people who settled 
it long ago. 

With flashbacks to the speaker, 
the picture relates in allegory how 
the pioneers picked one among 
them to be Government, _ their 
“hired man,” and how, during a 
depression, they reluctantly granted 
Government the power to restrict 
and regulate them. 

“We'll buy security — security 
for everybody!” Government 
promised. 

But the citizens discovered that 
all they received for the staggering 
taxes they paid and the great debt 
they contracted was curtailed crops. 
unemployment, insecurity and pov- 

In the eight depression years, a 
new generation grew up. The pic- 
ture tells the story of one of them. 
Bud, who wailed that America was 
through expanding and the State 
must take care of him. His grand- 
father tried in vain to reason with 
him, showing him the great task 
that remained to be done to keep 
the nation on the road of progress. 

Vast housing construction. more 
electrical services, the whole new 
industry of television, are examples 
of future opportunities. 


Correct posture 1s well demonstrated in “The Lady Walks.” 


For Selected Retail Showings: 


* In producing the sound movie, 
The Lady Walks, for its client, 
Lockwedge Shoe Corp. of America, 
Inc.. Aubrey, Moore and Wallace. 
advertising agency, solved the prob- 
lem of reaching audiences of se- 


lected women buyers with a_thor- 
oughly educational feature that tells 
the quality store behind the prod- 
uct; brings home advantages which 
all trained retail clerks are taught. 
Chicago Film Laboratory produced. 


POTTTTTTLTLLLLLLLLLLLALLLLLLLLLLLLLLLLL ULLAL LLL LLL LALLA LLL LLLLLLLLLLLL LL LLLLLLLLLLLLLLPULLLLLLLLLALUPUUUULLMMM TTT TTT 








Business SCREEN 





oY 











sound slidefilms perform difficult tasks: 


GETTING RESULTS WITH SLIDEFILMS 


New Sound Programs Illustrate Varied 
Assignments Fulfilled by the Medium 


* Within the last two 
months. slide- 


films produced for a 


sound 
variety of purposes 
have demonstrated the 
ability of this compar- 
atively inexpensive vis- 
ual medium to do a commendable 
unusual 
tasks included 
from an hour’s-length program to 


job under circumstances. 


These everything 
the prevention of industrial eye- 
accidents. 

The Tested Papers line was 
backed up by Paper Money, a Ruth- 
rauff & Ryan produced sound slide- 
film turned out by Wilding. 120 
distributors of the line are arrang- 
ing showings before grocery trade 
groups of this merchandising story 
of household paper selling. Every- 


body 


presentation of the retailer program 


Wins was a sound slidefilm 


especially produced for showing to 
Tested Paper's dealers. 

The Institute of American Meat 
Packers announced the sale of over 
225 sets to member companies of 
the sound slidefilm Tell "Em and 
Sell “Em. based on its current liver 
sausage campaign. 


Especially noteworthy was the 





hour - long Firestone 
Tire & Rubber 


pany s sound-slide pro- 


Com- 


eram for dealer meet- 
ings Building a Bigger 


Business for Greater 
Profits. A swiftl y- 
paced dramatic narrative carries 


this long program in such interest- 
ing fashion that its length is un- 
noticed. While its job was that of 
merchandising tire sales, its enter- 
tainment assures interested attention 
Brobuck. 


produced the unusual program. 


to high degree. Inc.. 


* Polls of public opinion long 
have been of incalculable value to 
business executives and now Con- 


sumer Survey information comes 
to the aid of Floor Covering sales- 
men through a new sound-slide film 
now being presented by the makers 
of Circle Tread Ozite Rug Cushion. 

This film presentation is based 
on an independent consumer sur- 
vey conducted by the Research Staff 
of the Ladies’ Home Journal in the 
city of Cleveland several months 
ago. The results of the survey re- 
vealed facts about women’s prefer- 
ences and price expectations con- 


> 


cerning rug cushions. 
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To Save a Workman's Sight: 


Title: The Eyes Have It 

Sponsor: National Assn. Prevention 
of Blindness 

Producer: Photo-Sound Div. of 
Sarra, Inc. 

* Here the sound slidefilm turns to 

a worthy institutional task, to aid in 

the prevention of industrial eye 

Showings of The Eyes 


Have It will be made to all types 


accidents. 


of employee groups throughout the 
country and if the program saves 
the sight of one single workman. 
it will have accomplished a great 
public service. 

Advocating the use of protective 
soggles at all times during work- 
ing hours, based on the nationally- 
known experiences of the Pullman 


Numser Five ® 1940 


Company whose safety director 
sponsors this basic and successful 
rule, the program shows the perils 
of carelessness with graphic realism. 

The photography 
stark, dramatic quality 


heightens the importance of the 


possesses a 


which 


safety message. By employing the 
tragedy of the blind man and the 
shock of industrial accident scenes, 
the producer drives home a desire 
for protection that no members of 
the audience can escape. One in- 
teresting device requires the audi- 
ence to close its eyes momentarily 
while a frame on the screen states, 
significantly, “if you were blind. 
you couldn't peek!” 


typifies the slidefilm program “The Eyes Have It.” 
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Scenes that highlight the interest of the new Firestone film 


Dramatic Action Puts Over Campaign: 


* Firestone Tire & Rubber Com- 
pany shows service station dealers 
how to modernize selling, increase 
profits through the importance of 


CLE TAEAD 


wivatts 


~. CUSHION 


Earle Ludgin, Inc., 


tire sales. The message in Building 
a Bigger Business, requires an hour 
but Brobuck, Ine.. the producer. 
turned out a real attention-getter. 





Agency, produced the new Osite slidefilm for retail showing 
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How to Improve Retail Selling: 


* Cooper's. national 


manufacturer of men’s garments 


advertising 


has used the sound slidefilm with 


telling effect. But Easy Does It, the 


} J J } > 
The salesman learns how in ( 


> 


Paul Harris-produced program now 
in use delivers new and potent les- 
sons in salesmanship that are fine 
for all types of sales groups. 


Does It” 


excellent slidefilm “Easy 
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PREVUE 


STATIONERY FILMS AID DEALERS’ SALESMEN 


@® Untri 


wholly unexploited by motion pie- 


RECENTLY a field almost 


ture and slide film production, the 
field of office supplies and equip- 
wide- 


ment is now benefiting in 


spread circulation of two sound 
motion pictures. 

The first of these. produced last 
year for the Bates Manufacturing 
Company was It’s the Little Things 
That Count. This film was intended 
to drive home to stationery sales 
men the merits of the Bates line 
of staplers. It is being shown by 


ofhice 
throughout th 


company representatives to 


supply salesmen 
The latest arrival in the 
Eberhard 
Pencil Company's movie Two Cents 


Worth of Difference. 


This thirty-minute sound film is 


country, 


field is the new Faber 


addressed to virtually the same au- 
dience as the Bates picture, and 
contains a sales demonstration of 
the Company's pencil line in a dra- 
matic narrative enacted by a pro- 
Introductory re 
marks by Mr. Eberhard Faber are 


fessional cast. 
presented in an opening sequence. 

Both the Bates and Faber pic- 
tures were produced by Caravel 
Films and with both screen stories 
being scripted by F. Burnham Mae- 


Cleary. Joseph Rothman was Di- 


PULL OF Lavems parwos ane © 
*) rue op emacs traces 5 


Pre-View 
BATES 
Presents 


“is THE LITTLE THINGS 
THAT COUNT 


paamarne Tania wont 


aout 
ro werve® seasiwe 


pevorto 


mn 
herhard Fabe 
rth of Differen 
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The Place of 
fr. § 


HILE the 


primary 


the dealers’ 
, | 7 1 
nave een amazed at the 
licitation on our part from 
ips, business colleges, 


organizations of a similar character, for showing the film 


V/ Babson, 


purpose 
Little Things That Count 


educational 


can “hear the difference” in 
> cone test demonstration featured 
the sales - educational pictur 


Films in Our Sales Programs 


Bates Mfa. Co 


Sales Directo 


of our talking picture, Jf’s the 


was to drive home to the 


salesmen the basic principles of good salesmanship, we 
demand which has developed without 


institutions, consumer 


chambers of commerce, men’s clubs, and 


Without 


ynsidering this demand, which seems to be increasing all the time 


the point where we 


ber of times, 


have had to purchase additional prints a 
we would still regard our pioneering experiment 


into this field as a distinct success, as dealers throughout the coun- 


try han 


enthusiastic in their comments 


1as done for their forces 


ng stationery and allied 


lines have been unanimous and 
concerning this film and what it 


1 


The showing of the film to the trade was handled through our 


wn | force, 
broader consumer demand 
excellen 
and by 


charge, direct from us 


} 


but they have not attempted to reach the much 
That 
t services of the Motion Picture Bureau of the Y. M. C. A 


consumers themselves, 


is handled for us through the 


who borrow our prints, without 


One important reason which we believe largely accounts for the 


success Ol 


f this picture is the fact that all throughout its preparation 


ve resisted the temptation to play up our own line and advertise 


our own products 


True, certain Bates items are used as illustrations 


the basic principles involved, but we believe our efforts to play 


vn the matter of advertising is the reason why the picture 


has 


with such acclaim from users and from fields totally unrelated 


the stationery industry 


SMM MMM 


rector of Production for Caravel. 

Showings of the Eberhard Faber 
picture will begin at the various 
stationer’s conventions before be- 
ing presented to salesmen and the 
trade. This will be restricted until 
the convention period is over in 
Because the film 


each territory. 


builds sales for the quality Mongol 
pencil line, its presentation will 
undoubtedly benefit other quality 
lines as well. Basically the pic- 
tures shows stationers the way to 
receive more extensive purchasers 
of business prospects through pen- 
cil sales; to the trade it says, in 
itive Blakely “hasn't 
salesmen” in “It's 
Things That Count.” 


effect. 
so go the rest of the sales.” 

A significant sidelight is that 
many of the original ideas written 
into this film by the scenarist are 
now being employed in the com- 
pany s national 
paign. The 
company’s 


“as goes the pencil business 


advertising cam- 
introduction of the 
83-year-old founder, 
Mr. Eberhard Faber, lends a fine 
institutional note. 

Schools equipped with projectors 
have been informed that the film 
is available for use to show classes 
in salesmanship, etc. It will be 
equally 
groups and buyers concerned with 


interesting to business 
the products in allied lines. But 
principal emphasis has been placed 
on sales presentation of the prod- 
uct, its merits and the methods to 
be employed in getting sales results 
for dealers. 

Another film 
equipment field who has been most 


sponsor in the 


successful in employing this type 
of sales-entertainment film is Dic- 
taphone. The Dictaphone picture 
Two Salesmen in Search of an 
Order has been extremely popular 
with all types of sales organizations 
who find it a valuable general sales 
training tool. A new Dictaphone 
picture is understood to be in 
preparation. 


WcDonald “sells” tune and 
money saving devices, not 
products, in the Bates film 
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FILM REALISM SELLS 


From Mines to Manufactured Products — Films 
Do Efficient Job of Selling and Educating 


e As THE ores and products of 
them are the fundamentals of our 
modern industries, so the motion 
pictures of metals are fundamental. 
straightforward industrial presenta- 
tions of mining and fabrication 
processes and of the application of 
the products of these sponsors in 
the field of building and engineer- 
ing. The film drama is one of in- 
dustrial skill and science, of engi- 
neering achievement and progress 
with neither time nor place for any- 
thing more than perhaps the em- 
ployment of color and sound. 
These are “industrials” in every 
sense of the word. The principal 
sponsors in the metals field are the 
United States Steel Corporation, the 
Institute of Steel 
struction, Republic Steel Corpora- 
tion, American’ Rolling Mill. 
Phelps-Dodge Copper Company, 
the American Iron & Steel Institute. 


American Con- 


and such industrial producers as 
the Keystone Steel & Wire Com- 
pany. 


Aluminum Company _ of 


America and Roebling. 


Pustic Retations A Mayor Task 


motion 

Most 
general application is for the pur- 
institutional advertising. 
public relations, and technical edu- 
cation. In 


These sponsors employ 
pictures for varying tasks. 


pose of 


this classification are 
the films of the iron and steel in- 
stitutes and associations, as well as 
such major productions as Steel, 
Van's Servant, the technicolor film 
sponsored by U. S. Steel. But films 
are also most profitably employed 
in selling the products of steel, as 
in the case of Republic Steel’s mo- 
tion pictures, Enduro and Servant 
of the Soil. The former has the job 
of selling the Corporation’s per- 
fected stainless steel and the latter 
reels are addressed to rural audi- 
ences with a direct selling purpose. 


NUMBER FOUR OF A 


Numper Five ® 1940 


* A high standard of technical 
direction and skilled camera work 
is essential. Where color has been 
employed as in the case of U. S. 
Steel’s now famous all-Technicolor 
reels, this additional factor of ex- 
must be and 
equipment must be adequate to ac- 
complish the difficult location as- 
signments encountered in mills and 
foundries. But costs of this type of 
picture are seldom great in com- 


pense considered 


parison with the tremendous use- 
and circulation 
achieved over considerable periods 
of time. 


fulness wide 


The metals industry offers but 
one phase of the film story in the 
“heavy industries” but the 
pleteness and _ interest 


com- 
of typical 
film stories and their apparent ad- 
make this subject 
investigation by all 
trial advertisers. 


vantages well 


worth indus- 
One typical case 
is that of Republic Steel Corpora- 
tion. In the Republic film on 
Enduro, the manufacture of stain- 
less steel from the mining of ore 
in far-off Rhodesia to the mirror- 
Fol- 
lowing these scenes depicting every 
phase of 


finished sheet is portrayed. 
production, the movie 
depicts the ease with which En- 
duro Stainless Steel lends itself to 
fabrication and, finally, the appli- 
cation of the product from pen- 
points to skyscrapers is shown. 


Suows Use or FILMS IN SELLING 


* From one of Republic’s execu- 
tives interested in the film’s adapta- 
tion to particular selling problems 
in the building industry comes this 
interesting “survey” of the poten- 
tial audience of buyers which the 
medium can reach: 

“We can make a few suggestions 
about how building material manu- 
facturers. such as us, can use films 
to promote and sell to the building 


{merica’s great 


il STEEL 44° Typical of scenes 
oT 
1s if ut 


ladle to 
lling process in me of the 


surges fa huge 


industry. Much of this department's 
activity is this field. 
Furthermore, we have a film now in 


centered in 


although not 
specifically designed for the build- 
ing field, deals with ‘the architec- 


distribution, which. 


tural application of stainless steel. 

“There are several important fac- 
tors to be considered in promoting 
or selling to the building industry. 
The first 
and or engineer who draws up the 
Although 


they actually buy nothing, many an 


of these is the architect 


plans and specifications. 


order is lost due to the plans and 
specifications being drawn up in 
such a manner as to exclude your 
products. Therefore, it is necessary 
that they be made acquainted with 
the merits of your products. This 
alone is not always sufficient as there 
should be some incentive for them 


Ie 


plants 


of Carnegu 


in the many films produced to 


steel industry, the molt 


led into mgots m 


Illinows 


to include your products: when the 


plans and specifications are drawn. 
REACHING THE Buyer or Propucts 


“The next people to deal with are 


those who do the actual buyine 


and installing of the materials. 
These are the contractors who have 
submitted successful bids in accord- 
ance with the plans and specifica- 
tions. They may be either the gen 
eral contractor or the various sub- 
contractors. The general contractor 
usually constructs the foundations 
and superstructure of a building 
which requires such materials as 
steel, 


windows, reinforcing steel, paint. 


stone or concrete, structural 
etc. Various subcontractors handle 
the other parts of the building such 
as plumbing. heating, ventilating. 


air conditioning, doors, locks, elec- 


BUSINESS SCREEN SERIES ON THE USE OF FILMS IN INDUSTRY 
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trical work, plaster, lath, ete.. which 
involve products too numerous to 
mention. A selling job must be 
done on these people. Very few 
architectural specifications are writ- 
ten that limit the contractor to one 
material. He usually has a choice 
of two or three competitive mate- 
rials. So you can see that if your 
product is one of these two or 
three, you have a better chance of 
success, although it is still very 
necessary that you do a good selling 
job on the contractor, 

“In addition to the above. there 
are a couple other people that may 
be considered on some building 
projects, the owner and financier. 
Sometimes these people influence 
the purchases, but as a general rule, 


they place the responsibility with 


personal contact with the people 
involved. Movies and slide films 
should be a definite asset in this 
work. But there is also a broader 
job of promotion that can be done 
and movies and slide films can 
carry the burden. There are numer- 
ous associations in the building in- 
dustry both local and national that 
offer excellent possibilities for pres- 
entation of films. These associa- 
tions meet periodically and expe- 
rience with our picture on stainless 
shows no difficulty in obtaining per- 
mission to make showings. In fact. 
we have had them request showings. 
These requests come about either 
through a genuine interest to broad- 
en their knowledge or as an easy 
out for a program chairman in ob- 


taining some entertainment. In any 


architect. engineer, and contractors. event we have had numerous 


“In order to obtain business from 


this field, it is necessary to have of this type all over the country.” 
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STRUCTURAL STEEL ix the building of the Empire State sky 


erection ts portrayed in this Pathesc 


scraper, from rolling and fabrication 
»pe-produced (NY) film for U. S. Steel 





Screen Titles Reels 


Empires of Steel 
(Empire State Building) 
Ties of Steel l 
(Electric Welding of Worn 
Out Rails) 
Development of the Battledeck 
Steel Floor 
Carrying American Products 
to Foreign Lands 1 
Bridging San Francisco Bay 
Age of Riveted Steel 


(Story of Modern Steel Pipe) 
Backbone of Progress 
(Contribution of Steel to 
Building America) 


Men Make Steel 1 
Metals of the Ages . 
Progress 


The Reason Why (Safety) 
Right Material in the Right 
Place 
(Manufacture of Steel) 


( 
Story of Carilloy Stecl 


Health, Happiness and Hogs 
Tom, Dick and Harry 

Our Debt to Mother Earth 
Armco Policies 


The Visual Story of Steel for 
Plating Progress 

Enduro, Republic’s Perfected 
Stainless Steel 

USS Cor-Ten 





Prints Narration 


Romance of Iron and Steel 1 


Arteries of Industry 6 


1 


Span Supreme 4 
(George Washington Bridge) 

Steel 1 

Steel 

Steel, Man's Servant 

Steel—Servant of the Soil 1 


Story of Alloy Steel 4 


Story of Steel 6 


(Address by George Barith, Cha 


TypicaAL Fitms oF THE IRON AND STEEL INDUSTRY 


Sponsors 


(Story of Largest Steamer on Great Lakes) 


16 sound Amer. Rolling Mill 
silent U. S. Steel Corp. 
16 sound General Electric Co. 
16-35 silent Amer. Inst. of Steel Constr. 
16 silent U. S. Steel Corp. 
16 sound U. S. Steel Corp. 
55 silent Amer. Inst. of Steel Constr. 
16-35 silent U. S. Steel Corp. 
16-35 sound-silent Amer. Inst. of Steel Constr. 
color-sound U. S. Steel Corp. 
16 silent Reading Iron Co. 
3 silent U. S. Steel Corp. 
16 sound U. S. Steel Corp. 
16-35 sound International Harvester 
silent John A. Roebling’s Sons 
Co. 
16 silent Youngstown Sheet & Tube 


Amer. Iron & Steel Inst 
16-35 color-sound U. S. Steel Corp. 

Carnegie Ill. Steel Co 
Republic Steel 


16 sound 


16-35 sound 
minutes) 


16 silent Ill. Steel Corp 
35 silent U. S. Steel Corp. 
16-35 silent lJ. S. Steel Corp. 
Keystone Steel & Wire Co 
Keystone Steel & Wire Co 
Amer. Steel & Wire Co. 
sound Amer. Rolling Mill Co. 


irman of the Board) 


Amer. Electro-Plate Society 


Republic Steel Corp 


16-35 sound U. S. Steel Corp. 





fie 


The American Institute of Steel Con John A. Roebling’s Sons Co. sponsored 
struction sponsored this imstitutional “Span Supreme” —the story of ti 
film on the building of Imerica George Washington bridge ( Pathescop. 
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UJ . . COR TEN is the two-reel sound motion picture sponsored by 
o We We “ the United States Steel Corporation for showing 
1s a sales presentation by the sponsor’s representatives to steel buyers, company 
epresentatives and others interested in this advanced product. (Jam Handy.) 


* Typical of straightforward tech- 
nical presentations favored in the 
metals industry is the United States 
Steel Corporation’s 1938 sound 
S. S. Cor-ten, a 
two-reel production largely devoted 


motion picture U. 


to the need and development of a 
new low alloy high-tensile corro- 


sion-resisting steel recently perfected. 

A strong, direct-selling presenta- 
tion originally used in direct con- 
tacis with buyers and prospects, the 
picture nevertheless has sufficient 
educational value to be of interest 
to technical groups, engineering 
schools and other organizations. 


Other Metals Featured in Films 


* The story of the production and 
uses of aluminum and aluminum 
products is depicted in two edu- 
cational motion picture films pro- 
duced in 1938. The films, of the 
silent type and containing two reels 
each, are entitled Aluminum, from 
Vine to Metal and Aluminum: 
Fabrication Processes. They were 
added to the film library of the 
Bureau of Mines, which consists of 
approximately 4,000 reels. shown 
on 102.637 occasions in 1937 for 
example, to an audience of over 
10 million persons. 


The Story of Aluminum 


The first picture illustrates the 
use of aluminum in transportation, 
in the home, in building, and in 
industry. It shows the sources of 
bauxite, the mineral from which 
aluminum is extracted, and a series 
of scenes illustrate the methods of 
mining bauxite, and of crushing. 
washing, screening, and drying the 
ore. Other scenes picture the vari- 
ous processes used in converting 
the prepared ore into the powdery 
white chemical “alumina.” which is 
then loaded into railroad cars and 
shipped to points where electricity 
is cheap. Animated drawings are 
used to show clearly the details of 
the electrolytic process in making 
aluminum metal in the form of 
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ingots ready for the fabrication of 
aluminum products. 

The second picture shows how 
the metal aluminum is worked and 
shaped into various forms, such as 
plates, sheets, foil, bars, rods, wire. 
and cable. Processes of rolling 
and annealing are depicted. Scenes 
in a blooming mill show rolling of 
the aluminum ingot preparatory to 
the manufacture of structural 
shapes. Next are shown the reduc- 
tion of ingot to rod and the strand- 
ing of wire into cable. Animation 
is again used to illustrate the fabri- 
cation of aluminum into useful 
shapes by hydraulic extrusion. 

Further scenes illustrate, by ani- 
mation, the making of castings, and 
the working of wrought aluminum. 
by stamping, spinning, hammering. 


- welding and other processes. The 


closing scenes illustrate research 
work in the laboratory and _ the 
many and varied uses of completed 
aluminum products. 


Copper Industry Films 


* The story of the production of 
copper, one of the most widely-used 
metals, is interestingly revealed in 
four new educational motion pic- 
ture films made in co-operation with 
one of the larger mining companies. 
The methods and processes em- 
ployed in the mining, leaching and 


concentration of the ores and in 
smelting and refining operations are 
depicted. 

Copper Mining in Arizona is the 
title of a film of three reels. This 
illustrates methods employed in 
starting open-pit mining at Morenci. 
Views are given of diamond drill- 
ing. air drilling and blasting opera- 
tions and of the use of huge electric 
shovels in removing overburden. 
Operations are also depicted at Ajo. 
where a 20-year old pit is in its 
prime. 

Other scenes illustrate workings 
at Jerome, in an opeén-pit about 
800 feet deep, which has produced 
Another 
series of scenes illustrates the ex- 


15 million tons of ore. 


tensive underground mining car- 
ried on at Bisbee and includes a trip 
through the tunnels of a large mine. 

A one-reel film is entitled Cop- 
per Leaching and Concentration. 
Leaching is illustrated by scenes 
covering solution of copper from 
the rock. the collection of copper- 
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sulphate underground, and the pre- 
cipitation of the copper in tanks 
containing scrap iron. Scenes il- 
lustrating concentration include 
crushing, screening, grinding in ball 
mills, separation of the copper 
minerals by flotation, recovery of 
water, disposal of tailings. collec- 
tion of concentrates on suction 
filters, and shipment to the smelter. 

Another one-reeler bears the title. 
Copper Smelting, and shows the 
conversion of copper ore and con- 
centrates into metallic copper. The 
operations depicted include: crush- 
ing and sampling of the ore; mix- 
ing with concentrates; roasting to 
remove some of the sulphur; melt- 
ing in reverberatory furnaces where 
impurities such as silica, alumina, 
and iron form a slag. which is 
drawn off and hauled to the dump. 

Copper Refining is the title of 
another one-reel film. This shows 
conversion into chemically pure 
copper of the anode slabs made as 
shown in the film Copper Smelting. 
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MR. INDUSTRIAL 
ADVERTISER! 
YOU WANT TO KNOW: 


“How Can Films 


Salesmen?” 


HERE ARE THE ANSWERS: 


Films open doors—get your sales- 
® men in—help them reach the ex- 
ecutives who make decisions, command 
the attention of busy purchasing 
agents. 
Films visualize your products— 
®enable the salesman to show the 
smallest detail of construction 
the most gigantic piece of equipment 
in action. 
Films make the most complex 
selements of your sales story sim- 
ple and understandable through 
use of slow motion, color, animated 
diagrams and other special techniques. 
Films tell your complete story 
® without interruption accurately, 
forcefully, every time, regardless of 


the salesman’s efficiency at the par- 
ticular moment. 


A Few Prominent 
Burton Holmes Clients 


Austin-Western Road Machinery Company 
Continental Steel Corporation 
Ice Cooling Appliance Corporation 
J. I. Case Company 
Libby-Owens-Ford Glass Company 
Macwhyte Company 
National Enameling & Stamping Company 


United Electric Coal Companies 


BURTON HOLMES 
FILMS, INC. 














7510 North Ashland Ave. . Chicago 
Telephone: ROGers Park 5056 














THE AGENCY & FILMS 


By Georce ENZINGER 
Vice-President, Buchanan & Company 
@ More anp More it is necessary for adver- 
tising to entertain and educate to be effective. 
No longer is it possible to build a business by 
popularizing a trade-mark and a slogan. 

Modern development of propaganda methods 

through disguised publicity releases, “educa- 
tional” bureaus, “promotional” activities (which 
are in reality tampering with the operation of 
legitimate non-commercial organizations )—all 
these forms of commercial exploitation are tend- 
ing to impair the effectiveness of straight-for- 
ward advertising. 

In my opinion, advertising itself must be- 
come entertaining and truly educational, if it 
is to compete with the undercover activities of 
industrial information bureaus, household in- 
stitutes, so-called research organizations, etc. 
The editorial departments of newspapers and 
magazines are no longer a bulwark against this 
barrage of commercial propaganda—they even 
co-operate with its disseminators. 

Moreover, the advertising agency man who 
still believes that straight-forward advertising can 
and should be the most important form of sales 
promotion, will do well to study the motion 
picture and its possibilities as an advertising 
medium. No other medium offers such ideal 
qualifications for entertainment and education 
in a straight-forward, legitimate way. 

Few agency men are qualified to produce 
an effective motion picture or are familiar with 
the existing channels for distributing it to se- 
cure adequate well-selected audiences. It be- 
hooves the agency man who wants to continue 
to be a factor in modern sales promotion to 
study seriously this new, powerful modern 
medium. 


RIGHT off the REEL 


(Continued from Page 13) 

* Latest of the 1940 New York World’s Fair 
pictures is Northwestern Yeast’s new breadmak- 
ing sound movie prevued Thursday, May second, 
at the studio theatre of Chicago Film Laboratory, 
producer. Hays MacFarland & Company is the 
advertising agency. 

~~ & * 
* The new Watkins Family series for the Na- 
tional Carbon Company has gone into produc- 
tion by Roland Reed with the first four-reeler 
now shooting in Hollywood under the super- 
vision of William King, of the J. M. Mathes 
Agency and Mac McMullen, advertising man- 
ager of the National Carbon Company. 

ee a * 
* Approximately $200,000 of this year’s mil- 
lion dollar budget of the California Fruit Grow- 
ers Exchange will be spent on dealer promotion 
and relations. A field crew of fifty-five com- 
pany representatives will be active throughout 
the country. 

x * * 
* An increase in the use of motion pictures 
in the law enforcement field—for educating the 
public, for instructing police officers, and for 
gathering evidence—was noted by the Inter- 
national Association of Chiefs of Police recently. 





The Junior Selectroslide, new automatic slide pro- 
jector, shows sixteen glass or filmslides on continuous 
action. Now available from Spindler & Sauppe, 
San Francisco, and through dealers, nationally 





The original DeVry 35mm suitcase projector 
developed in 1913 by Herman A. DeVry is 
the forerunner of many extensive modern de 
velopments in the field of portable projection 





THE SUPREME TEST 
RAVENAS SCREENS 


are the only screens used in the 


Kodak Cavalcade of Color 


at the World’s Fair Exhibit 


@ The choice of Raven Screens 
by the Eastman Kodak Company 
as the proper “stage” for this 
gripping, beautiful and symphonic 
spectacle in color was no hapha- 
zard one—but a definite selection 
prompted by the exacting require- 
ments of the subject. The indus- 
trial producer who recognizes the 
value of carefully prepared adver- 
tising and high-grade salesman- 
ship, appreciates — likewise — the 
necessity of proper and precise 
screen-rendition. For regardless of 
all the workmanship and thought 
and planning that may have en- 
tered into the making of your pic- 
ture — your audience will judge 
it by its appearance on the screen. 
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RAVEN SCREEN CORPORATION 


314 East 35th Street New York 
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With new RCA16mm. 
Sound Film Projector! 


MORE BRILLIANT PICTURES! 
FINER SOUND! 
UNMATCHED SIMPLICITY ! 


Built by the same men who make RCA 
Photophone equipment used by Holly- 
wood studios and in thousands of top- 
flight theatres, this Projector offers you 


exclusive features that put it YEARS 


AHEAD! In all, it’s better 16 ways— 
yet is priced with the lowest! 


aan use of films is a splendid way 
to increase sales. But you'll do an even 
better job if your sales story sings! And that’s 
where the new RCA 16 mm. Sound Film 
Projector comes in. It gives films that vital 
spark, fills them with the life and color that 
rivet attention to your message! 

Films literally float through this new Pro- 
jector. No tugs or jerks mar performance. It 
makes sales stories sing by lending new bril- 
liance to every picture, new fidelity to every 
sound. An oversize reflector, condenser, and 
objective lens pep up the picture, provide 


10 to 20°, greater screen 


engineers is reflected in the design and ope- 


rating ease of this new Projector. No other 
unit is as simple. Threading is easy because 
threading line is cast on projection block. All 
size films are swiftly rewound by motor. Clean- 
ing and adjusting may be done by anyone. 

Besides putting simg in your sales story, 
the RCA 16 mm. Sound Film Projector 
“goes places” easily. May be carried like a 
suitcase. And you can use it with microphone 
or Victrola Attachment. In short, it’s better 
16 ways—and is amazingly low in price! For 
full details, mail coupon. 





illumination. Film takeup 
equalizer plus excellent elec- 
trodynamic speaker stimu- 
late the sound— it is as clear 
at low volume as at high! 





ea —— . 


Educational Dept., RCA Manufacturing Co., Inc., Camden, N. J. Company seeeeee 
SS ee iddress 





The unmatched experi- 
ence of RCA Photophone 
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1. Better sound reproduction. 

2. Better, more brilliant projection. 
3. Better, simpler threading. 

4. Better and more efficient cool- 

ing. 

5. Better reel take-up and rewind. 
6. Better equalization. 

7. Better operating ease. 

8. Better input performance. 

9. Better convenience. 
10. Better framing. 
11. Better tone. 
12. Better accessibility. 
13. Better versatility. 
14. Better lubrication. 
15. Better lamp service. 


16. Better portability. 




















Trademark “Victrola” Reg. U.S. Pat. Off. by RCA 
Mtg. Co., Inc. 


For finer sound system performance— Use RCA Tubes 


Educational Dept. (BS-4) 
RCA Manufacturing Co., Inc. 
Camden, New Jersey. 


Please send me complete information con- (4, 


cerning the new RCA 16 mm. Sound Film 
Projector 











SLIDEFILMS 


AND 





S.V. E. Projector Model 9 
100 watts. For contact sales- 
men and showings to small 
groups. 





SVE PROJECTOR MODEL G 


This powerful Projector for 
single frame slidefilms pro- 
vides not only brilliant ilumi- 
nation for presentations in 
halls, auditoriums and large 
class rooms, but also utmost 
convenience, It has as stand- 
ard equipment the patented 


S. 


which rewinds the film in the 
proper sequence as it is be- 
ing shown, 


SOCIETY 


100 €AST OHIO STREET 
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PROJECTORS 
Show Slidefilms Best 


Slidefilms, accompanied by sound or shown 
silently, have dramatic attention-compelling 
value that straight personal oral selling can 
never achieve. 


For efficient projection of Slidefilms leading 
users rely on S. V. E. equipment. Made by the 
originators of the standard Slidefilm Stereopti- 
con, S. V. E. Projectors provide maximum even 
illumination of the en- 
tire screen area, assur- 
ing clear, sharply fo- 
cused pictures. They 
embody many superior 
features for the protec- 
tion of the film includ- 
ing heat ray filters to 
minimize heat at the 
aperture. They have 
been widely used by 
critical industrial buy- 
ers for more than 15 
years. 


There are S. V. E. Pro- 
jectors in styles for every 
requirement from 50- 
watt units for contact 
salesmen up to 100, 200 
and 300-watt machines 
for showings to large 
audiences. Write for in- 
teresting folder “How to 
Show It for More Effec- 
tive Presentations” and 
name of nearest pro- 
ducer-dealer. 


Address 
Dept. 5B. 


300 Watts for Large 
Audiences 






V. E. Rewind Take-Up 


FOR VISUAL EDUCATION. INC. 


CHICAGO - ILLINOIS 





PERSONALITIES 





FILM FORUM 











* The General Broadcasting Sys- 
tem. with studios in the Buhl Build- 
ing, Detroit, announces the acqui- 
sition of the Tri-State Motion Pic- 
ture Company of Cleveland, Ohio, 
who for more than seven years have 
been producers of industrial and 
commercial films. 

Donald C. Jones. President of 
the General Broadcasting System, 
assumes the office of president and 
general manager of the new com- 
pany. In Cleveland, the company 
will hereafter operate under the 
name General Broadcasting and 
Motion Pictures Incorporated. 


Associated Adds to Staff 

* Genaro A. Florez, president of 
Associated Sales Company. Inc., 
Detroit, visual training specialists 
and producers, announces two addi- 
tions to his staff: 

L. S. Bennetts, who for the past 
eleven years has been connected 
with the advertising and sales de- 
partments of the Michigan Bell 
Telephone Company at Detroit, has 
joined Associated Sales Company 
as account executive and writer. 
Donald E. McGuiness, for the past 
five years with the advertising de- 
partment of the Tractor Division of 
Allis‘Chalmers in Milwaukee, has 
joined the editorial department of 
Associated Sales as a writer. 


New Electronics Lab 

* A step of far reaching signifi- 
cance was recently taken by the 
Bell & Howell Company in the es- 
tablishment of an Electronics Divi- 
sion of the Company’s Engineering 
Laboratory. With Louis A. McNabb 
as Director, the new division will 
be devoted exclusively to design 
and engineering problems associated 
with sound phenomena, and will 
have complete jurisdiction over all 
B&H research, development, and 
manufacturing in the field of sound 
equipment and_ television. The 
Electronics Division will also au- 
thorize standards for construction 
and inspection of electronic equip- 
ment, and will provide the inspeec- 
tion instruments necessary for the 
maintenance of these rigid stand- 
ards, 


Wallace A. Moen Moves Up 

® Assuming his new duties with a 
wealth of first-hand experience in 
the visual education field, Wallace 
\. Moen has been appointed As- 
sistant Manager of the B&H Edu- 
cational Division. After two years 
of administrative work and direct 
connection with visual aids in edu- 
cation, Mr. Moen joined the staff 
of the Bell & Howell Company. 





Editor, Business Screen: 
* I have read with much interest 
the fourth issue of Business Screen. 

I say “with interest” because for 
many months | have been showing 
motion pictures of the non-theatrical 
type to meeting groups of our store 
members. Occasionally a manufac- 
turer will bring his sound machine 
and run off his picture. But for the 
majority of the meetings we show 
films ourselves and I must say that 
this phase of the meeting has be- 
come “the spice of the program!” 

While we have no funds at pres- 
ent available for the purchase of a 
sound projector, we do own the 
very fine Filmomaster. Our films 
we secure from the fair list of 
sources which I have built up and 
it is with this in mind that I am 
writing. 

I wonder whether you could sup- 
ply us with another list of manu- 
facturers who have silent as well 
as sound films available for our 
use? For aside from the fact that 
these industrial pictures are of 
much interest to the men and 
women of our audiences. I am sure 
that many manufacturers seek just 
this type group to whom to show 
their films. 

ORIOLE GROCERY SERVICE, INC. 


laron Levin 


Wants Retailing Films 

kditor, Business Screen: 

® We are interested in determining 
whether or not you know of a non- 
commercial film, approximately 
3.500 feet long, to be used in a 
merchandising program. By non- 
commercial we mean something that 
shows ways of improving the 
grocers merchandising methods. 
stories in connection with promo- 
tional interesis, etc. This film is to 
be used in a l6mm Sound Pro- 
jector. 

If you have such a film. or know 
of one, we should appreciate hear- 
ing from you at your earliest con- 
venience. 

DUNCAN COFFEE COMPANY 

Clay W. Stephenson, Jr. 


Scene from “Tuliptime ¢ a Yor 
World's Fatr,” new all color film of the 


nationally famous Holland Bulb fe dustry 
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MORE THAN 
SPECIAL ABILITY. 





TRADITIONAL Eastman uniformity 
backs up each film’s special ability. That’s 
why cameramen place utmost confidence 
in the three Eastman negative films — 
Plus-X, Super-XX, and Background-X. 
This reliability has made them the raw- 
film favorites of the industry. Eastman 
Kodak Co., Rochester, N. Y. 


J. E. BRULATOUR, INC... Distributors 





PLUS-X SUPER-XX 
for general studio use for all difficult shots 
BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS 
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MENT 


NOTES ON RECENT DEVELOPMENTS IN PRODUCTION & PROJECTION 


@ THe 


color in slidefilm and motion pic- 


INCREASING demand for 


ture production this year brings up 
an important consideration of the 
showing problems involved. With 
the perfection of 16 mm. printing 
by Technicolor and Kodachrome 
processes and developments by 
Cine-color and others in this field, 
the sponsor must now be assured 
the maximum illumination in order 
to assure audiences proper screen 
quality vital to the enjoyment of 
these films. 

Not only announcements of in- 
creased brilliance from existing 
750-watt lamps but consideration of 
the 1200-watt sizes and alse of 16 
mm. are projection are of interest 
in this regard. Particularly before 
audiences in large rooms under 
poor lighting conditions the are 
projector insures necessary screen 
brilliance. Choice of proper screens 
is another factor deserving thought. 


Typical Arc Equipment 

* For utmost illumination of 16 
mm. films on large screens, etc., 
the Ampro Model “AA” 16 mm. 
Arc Projector is ty pical of this type. 
10 Amp. high intensity arc, auto- 
matic carbon feed tri-purpose am- 
plifier, and two speakers are stand- 
ard equipment. Also in this classi- 
fication is the Bell & Howell Filmo- 
are which now produces approxi- 
mately 1200 lumens as a result of 
recently increased light output. This 
equipment comes complete with 


The Ampro Model “AA” l6mm Ar 


, > j 
Projector for larger audiens 








amplifier, rectifier, two magnet 
dynamic speakers and all connect- 
ing cables. The DeVry 16 mm. Arc 
Projector is another _ theatrical 
quality unit in this classification, 
also sold complete with speaker, 
amplifier and other accessories. All 
of these units are priced at approxi- 
mately $1,000 to $1.200 with acces- 
sories. 1200-watt lamp projectors 
range several hundred dollars lower 


in price. 





I ict new two-in-one speaker casi 

described in the item below 
* Of interest in the educational 
and industrial fields are new im- 
provements made by the Victor 
Animatograph’s engineering depart- 
ment. One is Victor’s new  two- 
speaker unit in one case under one 
handle. This eliminates the neces- 
sity of carrying two cases in addi- 
tion to the projector when two 
speakers are required. 

Another development is an in- 
crease in the output of the Animato- 
phone amplifiers, of 100° in the 
Model 40A and 50% in the Model 
10B. Both have separate “mike” 
control built in. 


Still another is the adding of 


even greater film safety to Victor's 
film protection developments. 


impro’s New York Office 

* New and spacious quarters at 
515 Fifth Avenue in New York 
City were announced last month by 
the (mpro ( orporation. 


750-Watt Lamp Doubles Light 


* Owners of 16 mm. Filmsound 
projectors will be interested in the 
new 750-watt, 10-hour lamp re- 
cently announced by Bell & Howell. 
It is claimed that by actual test this 
new unit produces 50% more light 
than the standard 750-watt. 25-hour 
lamp. 

The Company states that for 
many months their engineers have 





been working with the lamp manu- 
facturer to produce a more brilliant 
lamp in the standard size, seeking to 
accomplish this without increasing 
the wattage over 750, and thus with- 
out increasing the heat to the point 
of possible danger. The result of 
this research is the new, 750-watt, 
10-hour lamp, which, although far 
greater in brilliance than the stand- 
ard 750-watt unit, generates little or 
no additional heat. 

Although the minimum life ex- 
pectancy of the new lamp is but ten 
hours, it is felt that this reduction 
is far outweighed in importance by 
the added brilliancy. B & H states 
that for projector illumination, the 
new lamp is excelled in light output 
only by the 1200-watt, 10-hour lamp 
in the larger glass envelope, which 
is used in the Filmo “Auditorium” 
Projector. Bell & Howell makes it 
clear, also, that the new lamp does 
not replace the standard 750-watt, 
25-hour lamp, which, it is believed, 
will continue to be used in the 


majority of home-owned projectors. 
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How to Use 
Automatic 
Slidefilm 

Projection: 


@ With several excellent auto- 
matic slidefilm projectors now 
on the market, advertising dis- 
play directors and other mer- 
chandising executives can add 
remarkable interest and con- 
siderable added selling punch 
to window displays, outdoor 
signs and many new exhibit 
possibilities are opened up. The 
SVE Automatic unit, the new 
DeHaven Iconovisor, and the 
Junior Selectroslide are three 
varying types available. Here 
are some uses: 

1. WINDOW DISPLAY: show 
coloredor black and white mer- 
chandise films in evening 
hours. 

2. COUNTER SALES: stimu- 
late “special” items with “rear- 
screen” showing of pictures. 


3. OUTDOOR EXHIBIT: pro- 
ject films on screen on service 
station lot, ete., after dark. 
4. MOVING SIGN: Use in 
adapted billboard with rear- 





The Bell & Howell Filmoarc features 


increased screen brilliance 


The new lamp is offered as an addi- 
tional unit for educational and in- 
dustrial projectionists, to whom 
lamp brilliance in long throws is of 
more importance than lamp life. 
The new lamp will be furnished in 
the new “black-top” type, recently 
announced by B & H, which elimi- 
nates the use of metal lamp caps. It 
is, of course, equipped with the well- 
known B & H pre-focusing and pre- 
aligning ring on the base, a feature 
which this company has offered for 
years, to assure maximum efficiency 
of each individual lamp. 





The New DeHaven Iconovisor 
Automatic Slidefilm Projector 


screen unit showing merchan- 
dise. 

5. PLATFORM LECTURES: 
lecturer can talk without ad- 
ditional assistance for slides. 
6. EXHIBIT BOOTH: shows 
complete line of merchandise, 
cutting size of exhibit needed. 
7. ANNOUNCEMENTS: canbe 
used in railroad station, other 
public places, for short ads. 
8. SALES PORTFOLIOS: re- 
places presentation books, 
charts, for traveling sales pro- 
motion uses and product dis- 
plays, ete. 
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* Recently announced by Spindler & Sauppe. 
Inc., San Francisco. is the new Junior Selectro- 
slide for automatic projection of 35 mm. film 
or glass sides. Sixteen 2” x 2” slides are con- 
tained in a revolving drum and projected by 
automatic control. The equipment is priced at 
$135, plus lens. The 85 mm. Hektor f 2.5 pro- 
jection lens recommended by the manufacturer 
is priced at $33.00 (Pictured on Page 24). 
1913 DeVry Portable Projector 

* As early as 1913, Herman A. DeVry had 
developed a 35 mm. portable “suitcase” projec- 
tor (see Page 24). Pioneer forerunner of the 
extensive DeVry theatrical and portable pro- 
jectors of today, this equipment is still in ex- 
cellent working order. One of its earliest users 
was the Ford Motor Company. purchasers of 
one of these models in 1916! 


Ampro’s New Catalogue Available 

* A handsome sixteen-page color catalog of 
the complete Ampro projection and accessory 
line is now available to industrial and educa- 
tional users from the Ampro Corporation, 2839 
North Western Avenue, Chicago, or from the 
Screen Service Bureau of Business Screen. 
New Vokar Slide Projector 

* A recent newcomer among slide projectors 
is the new modern streamlined voKaR with 
powerful 100 watt prefocused lamp, Bausch & 
Lomb condensers and f3.5 four inch focal length 
lens. 

It has spherical reflector and efficient conver- 
sion cooling, with adjustable image tilt and 
generous ten foot, underwriters approved plug 
in extension cord. The projector lists at $9.95 
It is designed to take both Bantam size and 35 
mm. two inch glass or paper mounted slides 
Produced by The Electronic Products Mfg. Cor 
poration of Ann Arbor, Michigan. 








PROJECTION SERVICE 


A COMPLETE 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pic- 
tures. The non-theatrical service includes supplying 
projectors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th St., N.Y. C. Lexington 2-9850 


Local operating points in upper N. Y. 



















N. J. and Conn, 








® A FILM IS NO BETTER THAN THE DIS-_ | 
TRIBUTION IT GETS. WE SUPPLY YOU WITH 
BETTER AUDIENCE, BEST EQUIPMENT, 
TRAINED OPERATORS AND TRANSPORTA- 
TION. 


Write Us For Quotations. 
x WATSON «x 
TALKING PICTURE SERVICE 
249 Erie Boulevard West Syracuse, N. Y. 





¢ COMPLETE SOUND CAR UNIT - 


With highest class film PROJECTION SERVICE 
available for intensive campaigning in Penna., Dela- 
ware, Maryland, Virginia, and D.C. Also Camera- 
men to cover special assignments anywhere. 


LEWY SOUND AND MOVIE SERVICE 


853 N. EUTAW ST. BALTIMORE, MD. 
ESTABLISHED 1905 
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TTHEATRE-QUALITY projection, is the key to effective sereen selling. 


Wherever the audience, whatever its size, Showmanship Demands 
DeVry. The new DeVry l6mm,. “INTERPRETER” Sound Projector is 
the unit most preferred by experienced showmen. It is the one pro- 
jector of all l6mm. units that is capable of bringing your sales story 
to the screen with uninterrupted, flickerless, brilliant pictures accom- 


panied by realistic voice or sound. 


Since 1913 DeVry has produced 


35mm. equipment for theatre installation; is thus ably qualified to pro- 
duce 16mm. projectors of outstanding theatrical quality. 


THE FINEST IN 35MM. 
THEATRE PROJECTION 


In the modern audi- 
toriums and conference 
rooms of America’s fore- 
most business concerns 
as in deluxe entertain- 
ment theatres through- 
out the world, one of 
the several DeVry 35mm. 
units; portable, semi- 
portable or permanent 
installations are carrying 
on the 27 year DeVry 
tradition of superb film 
showmanship. Showmen 
know they can count on 
DeVry Projection — 35- 
mm. or 16mm. 


Shown here is the De- 
Pry “Super” 35mm, 
Sound Theatre 

Projector . . . The 
World’s Finest, 


HERE’S WHY THE “INTERPRETER” 
IS THE PREFERRED CHOICE 


¢ Low Initial Cost ¢ Portability * Sim- 
plicity of Operation ¢ Lasting Depend- 
ability ¢ Sparkling Pictures ¢ Faith- 
ful Tone Quality ¢ Exclusive Patented 
Features ¢ Easiest on Film ¢ Trouble 
Free Mechanism ¢ Built-In Provisions 
for-—Phonograph— Microphone—Addi- 


tional Amplifier—Sound or Silent Films. 


EXPERIENCED SHOWMEN LIKE THESE 
RELY ON THEIR DeVRY PROJECTORS 
FOR EFFECTIVE SCREEN SELLING 

Ford .. . Standard Oil . . . Goodyear 

. Allis-Chalmers .. . Caterpillar Tractor 
° . Goodrich . . . Firestone . . . Inter- 
national Harvester . .. Bell Telephone .. . 
American Steel & Wire . . . Minneapolis 
Moline Imp. Co... . Cunard. . Dollar 
Lines. . General Electric-and many others. 


CORPORATION 
Factory & Main Office 
1111 ARMITAGE AVENUE 
CHICAGO, ILLINOIS 


NEW YORK HOLLYWOOD 
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“FROM GROVE TO MARKET” 


A two-reel, sound motion picture 
for the Florida Citrus Commission 


HIS film was designed to acquaint 

dealers with the reasons why 
Florida citrus fruits come to you 
juice-laden, tree-fresh, and appetiz- 
ingly attractive. 

No matter what your product, your 
sales problem or your market, Loucks 
& Norling always provide the imagi- 
native direction, tomorrow's photo- 
graphic technique and a fresh script 
viewpoint. 

See the new Chrysler 3-dimensional 
film in technicolor at the World's 
Fair. The first time on any screen. 


LOUCKS & NORLING STUDIOS 
245 West 55th Street New York 


Established in 1925 













Direction’ 
Southwest Hotels Inc. Mrs. H. Grady Manning, Chairman -R. E. McEachin, Gen'l. Mgr. 


HOT SPRINGS 


NATIONAL PARK, ARKANSAS 





Every glorious recreation is instantly available in Hot Springs! 
Fishing, boating on Lakes Hamilton and Catherine; horseback 
riding, hiking, golf, tennis, fish fries and moonlight pic- 
nics at Majestic Lodge on Lake Hamilton. All these wonderful 
activities are quickly reached from Hotel Majestic. Unusually fine 
accommodations, from single rooms to 2, 3, and 4-room apart- 
ments. For health, drink and bathe in the healing waters of the 
47 thermal springs. Government supervised bathhouse in hotel. 


Rates From $2. Daily 
_ HOTEL 
\. MAJESTIC 


APARTMENTS AND BATHS 


to 


FRANK W. BYRNES 
Manager 
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TECHNICAL NEWS 


(Continued from preceding page) 


Spencer Announces Additions 


* Additions to its line of moder- 
ately priced projectors for 2” x 2” 
black-and-white or color films have 
been announced by the SPENCER 
LENS COMPANY of Buffalo. N. Y. 

Known as Model MK Delinea- 
scopes the group now includes a 
100-watt, a 200-watt and a 300- 
watt instrument. These ratings, 
however, do not reveal the actual 
brilliance of projection of which 
the instruments are capable, due to 
exceptional optical efficiency, ac- 
cording to the company’s state- 
ments. 

Spencer engineers designed all 
three models with special provision 
for protecting the film from dam- 
age by heat. In the 100-watt model. 
the ventilation system is adequate. 
In the 200-watt model a heat ab- 
sorbing glass is included, while in 
the 300-watt instrument a fan cool 
ing altachment is used in addition 


to assure adequate coding. 





“Behind the Camera”, a full-color mo 
tion picture of the photographer’s art 
in business has recently been released. 


led H. Does- 
cher of the 
Chicago Wild- 
ing studios ts 
appointed to 
Speedway post. 


* The appointment of Ted H. 
Doescher, of the local Chicago staff 
of Wilding Picture Productions, 
Inc., to the post of Chief Steward of 
the Indianapolis 500-mile race was 
announced this month by the Con- 
test Board of the American Auto- 
mobile Association. Mr. Doescher 
is well-known throughout the auto- 
motive and advertising field. 


New Black-top Lamps 


* No more need the customary 
metal lamp-cap be used atop the 
lamps supplied by the Bell & 
Howell Company for Filmo Projec- 
tors. Instead, these new B&H pro- 
jection lamps are coated with 
opaque black at the top of the 
glass. This black top is said to 
reduce greatly the light filtering 
through the top of the lamphouse, 
and of course it eliminates the 
necessity of shifting the metal cap 
from a burned out lamp to a new 
one. 

The black-top lamp will retain 
the well-known alignment locating 
ring, which has been a feature of 
B&H projection lamps for so many 
years. This ring, which is fitted by 
a recently perfected precision braz- 
ing machine to each individual 
lamp. is said to absolutely assure 
correct positioning of the filament. 





Studio Produces 
**Behind the Camera” 


® Behind the Camera, 
produced by Raphel G. 
Wolff to promote both 
Hollywood as a com- 
mercial center and his 
own studio is of 
interest to film users. 
It is shot direct on 
lomm_ kodachrome 
stock. The picture car- 
ries through the stu- 
dios, laboratories, and 
centers of interest in 
Hollywood for users 
of commercial pictures 
and finally through the 
studio of Raphel G. 
Wolff. showing its com- Your 
plete facilities for the 
production of “stills” 
of the best quality. 
The film shows the 
technician at his work. 





THIS ADVERTISEMENT 


is placed to attract a top notch motion 
picture scenarist to a leading commercial 
producer whose business now calls for 
further expansion. 


The man who signs with us must have a 
thorough 
technique, a dramatic sense and an un- 
derstanding of the sales and educational 
problems faced by those who manufac- 
ture and sell merchandise. 


The man who signs with us will work 
with a group of men who have written 
pictures for the most discriminating list 
of cliepts in America. He'll find work 
of wide variety and interest. He'll enjoy 
it if he is the right sort of man. He will 
have a year ‘round job with earnings 
right in line with his ability to create the 
best types of commercial sound motion 
pictures. 


reply will be treated in strict 
confidence. 


Box 22, Business Screen Magazine 
20 North Wacker Drive -:- Chicago, Il. 


knowledge of motion picture 


Give full particulars to: 
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THE NEW 
FILMS 


(Continued from Page 19) 


“The Miracle of Milk” is play 
mg im theatres throughout New 
York State to enthusiastic audi 
ences. A Paramount Production 


@ WiTH THE current volume of mo- 
tion picture and slidefilm produc- 
tion apparently reaching a new 
all-time record, new titles are being 
screened in Business Screen’s prevue 
theatre almost continuously. The 
Face in the Mirror (Jam Handy). 
Refreshment Through the Years 
(Coca-Cola), U. S. Tire Dealers 
Corporation’s four-unit show, Amer- 
ican Bemberg’s Aristocrats of 
Fashion, Ethyl Gasoline Corp.’s 
Pennywise are among the “current 
and choice” productions. 

* The success achieved by the Para- 
mount-produced short The Miracle 
of Milk for the New York State 
Bureau of Milk Publicity, Depart- 
ment of Agriculture and Markets, 
which has been shown in almost all 
of the theatres in New York State 
by this time, is a typical example of 
high standards of production now 
being achieved. J. M. Mathes Agency 


supervised production. 


Ethyl’s New Motion Picture: 

* A romantic comedy, Pennywise, 
is Ethyl’s latest promotional ven- 
ture for dealer and consumer show- 
ings nationally. A top-ranking 
Hollywood cast of players whieh 





includes such stage and screen 
notables as Donald Cook. Judith 
Ford, Forrest Orr and Roy Roberts 
is featured. 


Aristocrat of Fashion Shorts: 

* American Bemberg’s Technicolor 
production (by Roland Reed) is 
titled Aristocrats of Fashion, and 
the splendid color photography of 
William Steiner plus the beautiful 
Powers’ models stamps this as one 
.of the finest theatrical shorts ever 
produced. National distribution by 
Al Bondy to first-run theatres will 
undoubtedly be most successful be- 
cause of the very non-commercial 
handling of this film subject. 


Outstanding Non-Commercial 
Subjects: 

* Not in the realm of commercial 
films but worthy of considerable in- 
terest is thenew Look-Ampix produc- 
tion Lights Out in Europe, released 
under the co-sponsorship of Look 
Magazine and American Pictures. 
Inc. Produced and directed by Her- 
bert Kline, the graphic realism of 
this subject makes it extremely 
worthwhile to film technicians as 


well as the general public. 





‘PENNYWISE’ 


0k, Judith Ford and Forrest Orr 


m a spar 


is Ethyl Gasoline Corporation's 


i 


sound motion picture starring Donald 
kling, romantic comedy for 


seneral showing nationally to consumer audiences as well as the entire dealer fi 
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SERIES 40 
ANIMATOPHONE 
Multiple-Use 
lémm Sound 
Motion Picture 
Projector 





Sales Managers hail VICTOR’S 
amazing multiple-use Zeatures 


In the home, at the conference table, at sales 
meetings, at conventions, this one remarkable 
sound projector provides the perfect medium 
: for putting across your sales story to "3 or 
Si 3000". Designed for sales and industrial work, 
the Series 40 Victor Animatophone offers a 
flexibility and economy never before attained 
— projects either silent or sound film. 

Among its advanced features are: unmatched quality 
of sound, easy portability and VICTOR'S famous film 
protection. Priced as low as $275.00. Matched at- 
tachments include Public Address System, Phono 


Record Turntable, Additional Speakers, Recording 
Units and Central Radio. 


ONLY VICTOR PROVIDES THESE 
EASY CARRYING CONVENIENCES | 


All in One Case (2 in. 1)— 


Projector with Sound Equipment and 






































o Integral Speaker—-practical for all “si 

¥*) general use. - ct 

W> All in Two Cases (3 in 2)— \\W> 
{\\¥/[, Sound Projector and TWO 12-inch NY ) 
INH, ‘ speakers for large if V4 
| %) groups—the most any oh Lateld 

; <\ i N\Gy Salesmen with VICTOR TRS 

aal 4 \ ws ) Equipment need carry \h\ 

"in AY i Ft v1 /\ when additional speak- 4 } 

/ | WR sso ros 1 \‘\)2 ers are required. In IL} 

WY « 7 lowe Mees / any other make of i Uf 

Q ay Aa” --- equipment you are an- . : 
XY 0S wy noyed and inconvenienced with carrying 3 cases 
yf A SSS — - . , a4 . 

\ YY (=| “WRITE TODAY for the new VICTOR Catalog 
w ASN and latest tested business applications. 
OUTDOORS 

' 
ik - ‘gal aig? 
| one | ' i | 
iy: POR 1 
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SCRIPT to SCREEN! 


© “The Finnish track stars: Peave 
Nurmi and Taisto Maki are featured 
in a short subject filmed in New Y ork.” 
Motion Picture Herald 
i ce) ee 
ready for telease to the motion pic- 
ture theatres of the nation... .” 
New York Times 
....+ booked and played in selected 
rh run theatres in every state in the 
country.” Variety 
©". ... prints are circulating and re- 
quests are still coming in.” 
Boxoffice 


© “An all time high in speedy distri- 
bution and national theatre coverage.” 
The Film Daily 


* IN TEN DAYS OVER 
10,000,000 PEOPLE ACCLAIMED 
THE MEMORABLE FILM 


“FINLAND FIGHTS” 
Produced and Distributed 
by 
EMERSON YORKE 
STUDIO 


245 West 55th St. elephone: 
NEW YORK CITY Phar 6-3688 














SLIDEFILM PRODUCERS 








NS ere 
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AOUNATLYUUUUULOATAUUUO OOO DNEMMLLE 
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“quant PRODUCTIONS 


BLACK & WHITE & IN COLOR 


jhe Dhol Son ar 


SARRA, Inc. 


WHitehall 7696 + 16 East Ontario Street + Chicago 


Division of 





POP LL IOLA PLE AL LA LN 
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For “DRAMATIZED SELLING” 


in sound slidefilms or in live 

talent plays, written and pro- 

duced to fit your needs. . 
wire, phone or write. 


PAUL HARRIS PRODUCTIONS 


440 So. Dearborn Street Harrison 3983 
Chicago, Illinois 
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L 
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“FIND OUT ABOUT 
CARTOONS 
FOR OUR NEXT 

SLIDEFILM!" 
Write 


F. O. ALEXANDER 
1089 Drexel Bidg. 
Philadelphia, Pa. 
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DISTRIBUTION WIDENS 


(Continued from Camera Eye — Page Six) 
producer may often be found to be most un- 
willing to permit the client to decide his ability 
on a proven record of past success, and on the 
ability of his creative staff to really deliver the 
goods when the client pledges his faith by ten- 
dering the production order. 

Whoever heard of asking four or five con- 
tractors to each build foundations so a choice 
could be made between them? 


State of the Industry 

* In answering the many requests of film spon- 
sors and other friends interested in the progress 
of this medium for a general statement on the 
“state of the industry” we modestly advance 
these conclusions on the two principal phases 
of the business, namely, production and dis- 
tribution. 

[1] Production advancement has not only 
moved apace with the latest developments in 
motion picture and recording technique being 
offered the entertainment public by Hollywood, 
it has done wonders in stimulating new devel- 
opments of its own in photographic methods, 
laboratory detail, color processes (particularly 
in reduction printing) and in the improvement 
of optical work. Specialists, the equal of any 
in Hollywood, are applying their talents almost 
exclusively to commercial films. Progress in 
the commercial field is, of course, directed toward 
economy as well as perfection, while Holly- 
wood’s responsibility, as displayed in such super 
productions as Gone With the Wind, appears 
to be solely that of box-office appeal. 


EXTENSIVE DISTRIBUTION PossIBLE 
[2] Of even greater significance is the rapid 
Part of this 
is a natural result of the ever wider sale of 


spread of distribution facilities. 


sound projectors throughout the country and 
the rest may be attributed to the growing recog- 
nition on the part of responsible producers of 
the client’s audience problem. The presence of 
reliable national distribution outlets has also 
made for greatly increased confidence on the 
part of the user. Coincidental with the im- 
provement of production technique and _ the 
increasing interest of subject matter resulting 
from better appreciation of the medium’s de- 
mands on the part of the sponsor is the definite 
acceptance of good commercial subjects for 
theatrical showing. Fully two-thirds of the 
nation’s theatres find such films acceptable to 
their audiences. 


FTL OO 
WANTED: USED FILM SLIDE PROJECTORS 


®* A non-profit group showing health film slides 
to churches, schools, settlkement houses, is in need 
of used film slide projectors, any models or size 
can be used if reasonably priced. Visual Education 
League, 31 East 21st Street, N. Y. C., or Philip 
E. Cohan, 1812 S. Central Park Ave., Chicago, Il. 
Telephone—Rockwell 9198. 
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over 10,000 screens 


Before High-grade 


AUDIENCES 


Are Ready for Your Films 





OUR EXHIBITORS 


@ Own their own 16mm Sound Projectors 
@ Have their own competent operator 
@ Look to us for their film programs 


YOU CAN REACH THEM 
Through Our COMPLETE SERVICE 


@ Selective Booking 

@ Guaranteed Circulation 

@ Special Promotion 

@ Advance Notice and Reports 


COST from $1.00 to $1.50 per showing 


MOTION PICTURE aN 


OF THE Y.M.C.A 
19SO. LASALLE ST. 351 TURK ST 
CHICAGO SAN FRANCISCO 


347 MADISON AVE 
NEW YORK 


softened gelatin is easily 
omy . it may melt 
.. it may ‘mildew ws 


VAPC) J RATE 


makes gelatin insoluble; it can't melt and 


it can't mildew. 
SCRATCHES, SPOTS and 


AV 0 | STAINS. Looking at your pic- 


tures should be a pleasure for you and your 
friends. 
Fraction-of-a-cent- 
per-foot-cost. 


eye straining punishment from 


Nationwide facilities 


® through you dealer. 





Better Photo Finishers offer VapOrate 
protection for still negatives 





BELL& HOWELL CO. 


VAPORATE CO., INC. er Scene 


130 W. 46th St. Chicago 
716 No. La Brea 
New York Hollywood 












An ultra-modern 
hostelry in the 
heart of Chicago 
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RURAL AUDIENCES AWAIT GOOD FILMS 


HN Business Screen Visits the 


(Continued from Page Six) 
film usage as well as production. The world- 
famous Caterpillar Tractor works has an exten- 
sive department as well as a permanent theatre 
for employee showings; Hiram Walker, Key- 
stone Steel and Wire and many others have and 
are using both motion pictures and sound slide- 
films for a variety of tasks. We couldn’t have 
told these experienced sponsors a great deal of 
news in the brief time allotted to us, but perhaps 
the film showing and our talk helped those others 
who may have believed that the medium was 
the exclusive property of only the largest manu- 
facturers. 


Propucer Is Rurat SPECIALIST 


* Peoria is the home of C. L. Venard, specialist 
in production and distribution of a really unique 
form of agricultural film productions as well 


EMBLEM OF CONFIDENCE 


HEADLINERS 
in One-Reel MUSICALS 


We have just released in 16 MM. sound 
film a series of 13 musical shorts with 
well-known entertainers and big name 
orchestras among which are titles such 
as International Rhythms, Carnival Show 
and Maids and Music. Featured in these 


films are: J. C. Flippen, Jan Peerce, Roy 
Smeck and his Aloha Islanders, Gus Van, 
The Charioteers, Original Dixieland Jazz 
Band, Dorothy Stone and over 60 other 
stellar performers. 


* * - 


Our COLOR CARTOONS in 16 MM. 
sound film are tops! Write for new 
catalog listing these and 1500 other films. 


WALTER 0. GUTLOHN, Ine. 


35 West 45th Street New York 











Specialists in PRODUCTION of 
MOTION PICTURES 


Black and White or 
Cameras, Projectors, ete., for 


for Industries and Communities. 
Color, Silent or Sound. 
Sale or Rental. 


COMPLETE GENERAL SERVICE FILM LIBRARY 
PATHESCOPE CO. of the North East, Inc. 
438 STUART ST. BOSTON, MASS. 


























| FILM SHIPPING CASES 
SAFEGUARD YOUR FILMS 
INSIST ——- PROTECT 
16” RECORDS 
same FIBERBIL| y*- ae 
SHIPPING SHIPPING WHILE 
CASES IN TRANSIT 








Peoria Advertising Club \wwwuuuumumunnnn 


as other industrial products and distribution. It 
was Mr Vernard’s organization which has so suc- 
cessfully produced the 4-H and Future Farmers 
One of 
these, Under the 4-H Flag, has been judged 


films shown throughout rural America. 


the best of its type by this class of audience 
and the newest one, The Green Hand, is now 
being widely acclaimed as a significant contri- 
bution in the advancement of Southern agricul- 
ture through the Future Farmer movement. 
Orrers UNIQUE PrRopuCTION THEORY 
* Venard himself reviews The Green Hand with 
unsparing directness and cites the difficulties 
encountered in working with an untrained “home 
talent” cast. But it is the enthusiastic accept- 
ance of this type of picture among the people 
whom it is intended to influence which is really 
significant. Such audiences overlook the ama- 
teurish performance of the principals and ap- 
pear to find an immediate sympathetic bond with 
That 
confidence and enthusiasm for the Future Farmer 


them in absorbing the social message. 


movement is engendered cannot be doubted. 

At its premier in Athens, Georgia, earlier this 
year, The Green Hand played to thousands of 
persons. who poured into the town in busloads. 
on a rainy Saturday morning, to witness the film. 
Subsequently shown to rural audiences and agri- 
cultural education groups throughout the South, 
it may be indicative of a means of approaching 
such audiences through realistic films in matters 
of public relations and institutional advertising 
specialty. 

Rurat Aupience Wetcome Fi_ms 
* Long ago the success of International Har- 
vester’s Farm Entertainments and similar rural 
distribution setups for Deere and Company have 
shown sponsors the widespread interest of farm 
audiences. Such dealer showings usually play to 
packed houses. The work of county agents 
throughout the 


country is another powerful 


factor aiding the sponsor. These men almost 


universally regard films as a great help in rural 
education and a great number of them have 
sponsored showings on their own initiative for 
a good many years. 


UNIVERSAL [A 
SOUND PROJECTOR BES 


HAS EVERYTHING! 


* LOW PRICE « FOR SOUND OR SILENT FILMS + FOR 
PUBLIC ADDRESS OR PHONE «+ FULL POWER AMPLIFICA- 
TION + 12°’ HEAVY DUTY SPEAKERS + REELS TO 16” « RE- 
VERSE ACTION « STILL PICTURE CLUTCH + CENTRAL OILING 
* PERMANENT CARRYING CASES « LICENSED— WARRANTY 


Low in cost, Universal 16MM 
Sound Projectors offer you all of 
the important new features. Four 
models. For all purposes. Simple 
to operate. Economical to main- 
tain. Licensed. Guaranteed. 


UNIVERSAL 
SOUND PROJECTOR DIV. 


19th & Oxford Sts., Phila., Pa. 
New York Office—1 600 Broadway 
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ORGANIZATION 








THE VEN ARD 


PRODUCTION 
DISTRIBUTION 
AND 


SLIDEFILMS 


PEORIA, ILLINOIS 
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DOUGLAS 


21-PASSENGER PLANES 


With its schedules carefully designed to provide the max- 
imum in frequency and convenience, Chicago & Southern 
offers you quick access to every important city in the Mid- 
west and South— in the greatest comfort, security and 
luxury now available in modern transportation. This great 
new fleet of famous Douglas DC-3’s has been made possi- 
ble by the ever mounting popularity of the services of- 
fered by Chicago & Southern. Thousands of travelers have 
saved time and money flying “The Valley Level Route” 
on both business and pleasure—thousands more will do 
so, faster, and in greater comfort, during the years to come. 


CHICAGO & SOUTHERN 
Ain Lines 


For Reservations and 
Information Call Your 


Travel Agent in 
Chicago—Portsmouth 9010 






| 


TS 
 gTEWARDESS SERVICE ON ALL FLIGH 
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TELEVISION 


(Continued from Page 16) 
television program of the future; 
probably of primary value will be 
a combination of all three. The 
mobile unit can offer sponsored 
sports events, man - on - the - street 
shows, news as it happens, or such 
featured events as Bob Ripley in a 
pit full of rattlesnakes. The studio 
program, as the foundation, really. 
of the whole schedule, will present 
musical shows and plays. Motion 
picture television has as much to 
offer as the other two tools; its pos- 
sibilities include use as transcrip- 
tions are used today, quarter-hour 
cliffhangers, minute commercials, 
and also such other uses as daily 
news reels and retelecasts of sports 
events at more advantageous hours. 

N.B.C.’s television production de- 
partment has found that the tempo 
of the radio show or of the commer- 
cial film is far too slow for the tele- 
vision program. For commercial 
application it will not be enough to 
give the advertising spiel through 
an announcer, it must be illustrated 
and dramatized, and yet, not in the 
manner of the commercial film; the 
tempo of motion picture technique 
must be stepped up for there is far 
too much distraction in the home as 
compared to the darkened theatre 
and every precaution must be taken 
to hold the viewers attention lest, 
in a moment's inattention, he be lost 
entirely. At the present time com- 
mercial movies for television on 
N.B.C. must not have too blatant an 
advertising message. Under the 
present policy of the company—not 
paying for pictures nor charging 
for showing them—educational or 
entertainment qualifications are a 
prime requisite. That these qualifi- 
cations will relax whenever tele- 
vision begins sponsored operation 
on a permanent basis to permit a 
more pointed message to be trans- 
mitted seems very likely. “Family” 
type pictures seem to have had the 
best response so far, probably be- 
cause of the fact that these films go 
into the homes of the audience. 
which fact need not be considered 


so much for theatrical showings. 


Typical motion picture production scene 





Dowling & Brownell produced film 
“Helpful Henry” is telecast by Don Lee 


Station to West Coast audiences 


Television does not offer a very 
wide audience at the present time. 
As the audience begins to grow, 
however, there will be available to 
the commercial film sponsor one of 
the best media for the presentation 
of institutional and advertising 
messages: television of commercial 
films. Undoubtedly, after the first 
period of transition and growth of 
the audience, films will be made for 
the prime purpose of use by the 
television stations; until that time 
television must remain a secondary 
consideration for the film adver- 
tiser, but decidedly worth watching. 
\ knowledge of advertising film 
production and use is an obvious 
advantage. 


Pacific Coast Telecasts: 


* Frequent showing of industrial 
films by the Don Lee television sta- 
tion has included selected General 
Motors films. 

* Other typical industrial films 
transmitted recently by the use of 
16 millimeter sound prints are: 
Helpful Henry, a comedy from In- 
ternational Harvester Company. 
Hawaiian Harvest, a thirty minute 
educational film from the California 
and Hawaiian Sugar Refining Cor- 
poration, and Trees and Men, a 
forty minute picture from the 
Weyerhaeuser Timber Company. 
these being pictures produced by 
Dowling and Brownell of Holly- 
wood. Approximately 800 televi- 
sion sets are in use in the thirty 
mile radius of territory now being 
reached from the Don Lee Los An- 
geles station. 





at the huge Eastern Service Studios m 


Long Island City with the recent, interesting Masland Company film in the making 
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chanin building - 


at new york’s front door. . 


—____———— The 56-story CHANIN BUILDING — 122 East 42nd Street, 
corner of Lexington Avenue and opposite Grand Central 


Terminal—stands literally at New York’s Front Door. 
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Entrances lead directly into the building from the Terminal 


and the train platforms of three subway lines. The midtown 
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motorcoach station of the Baltimore & Ohio Railroad is 









located in the building. 


The CHANIN BUILDING enjoys unobstructed light’ and 
air from four sides. Its public corridors are spacious. Its 
high-speed elevators are more than adequate to the needs of 


the building. 


Many of America’s business leaders have found in the 
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CHANIN BUILDING offices of convenience, efficiency and 





economy, as well as the prestige of a nationally-known ad- 


dress. Tenants and non-tenants alike use the unique Audi- 





torium, located on the 50th floor and equipped for radio, 
screen and stage presentations, in conjunction with their 


sales conferences, conventions and professional gatherings. 





Offices in the CHANIN BUILDING are designed by = the 
Chanin Organization’s own Architectural Department to the 


exact needs of each organization. 
* 


Inquiries concerning available units of all sizes are cordially 
invited. Full information, including floor plans and rent 


schedules will be furnished promptly and without obligation. 


Chanin 


122 East 42nd Street, New York City 








Now available for all sales 
meetings and all store meetings 


In the perilous business of selling, 
the mistakes made by most sales 
people are due to their inability to 
see themselves as others see them. 
Once the salesman appreciates his 
mistakes, he is on the road to im- 
provement and more sales. 

Such is the thinking behind the 
new Jam Handy special, ““The Face 
in the Mirror’. Both the good 


and bad things which salesmen 


do are dramatized vividly. The 
way to better selling methods is 
clearly described. This sparkling 
new talking picture is now avail- 
able for sales meetings, large and 
small. 

Every salesman should be afford- 
ed the opportunity to see his own 
‘Face in the Mirror’. Address 
any of the Jam Handy service 
offices listed below. 
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Be sure your Salesmen see this inspiring new talking picture! 
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Sales Meetings @ Slidefilms @ Talking Pictures ® Convention Playlets 


* New York * Hollywood 


* Chicago 


* Detroit 
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* Dayton 


* Boston 


* Wilmington 


* Cincinnati 


\Wat lime sittiie! 








